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‘Family Circle,’ 
‘Everywoman’s 


Discuss Merger 


Joined Books Would 
Have Circulation of 
6,000,000 Nationally 


New York, Jan. 31—One of the 
biggest deals in supermarket mag- 
azine history was in the works to- 
day, as P. K. Leberman, publisher 
of Family Circle, told ApVERTISING 
AcE that discussions were being 
held, aimed at a merger with Ev- 
erywoman’s Magazine. The com- 
bination would give Family Circle 
a circulation guarantee of about 
6,000,000 on a national basis. 

Mr. Leberman disclosed that he | 
sent a letter today to Family Circle 
distributors saying that his mag- 
azine had been invited “about one 
month ago by Everywoman’s to 
discuss a possible merger.” 

“We were very much interested, 
because a combination of these 
magazines would place Family Cir- 
cle in a strong competitive posi- 
tion with other mass circulation | 
magazines,” the letter added. 

“We have still much talking to 
do before an agreement can be 
made, and there is, therefore, no 
assurance that an agreement will 
be reached. We feel sure that if a 
merger is accomplished, it will re- 
sult in a dynamic Family Circle, 
which will be in the best interests 
of our readers, our distributors and 
advertisers.” 


® Meanwhile, J. B. Scarborough, 

president and publisher of Every- 

woman’s, was mailing a letter to 
(Continued on Page 93) 


Agencies Will Pitch 
for Lincoln Account 
‘By Invitation Only’ 


DEARBORN, MICH. 
cies which eventually will pitch for 
the $5,000,000 Lincoln automobile 
account will do so after getting spe- 
cial invitations from Lincoln. 


Lincoln told ADVERTISING AGE 


that it currently is engaged in re-| 
searching agencies in many differ-| 


ent ways. 


“We are using many yardsticks| 


to determine which agencies will 
be asked to pitch,” Lincoln said. 
“We are looking at such aspects as 
total billings, how much of the bill- 
ings are in various media, branch | 
offices, and experience in the hard 
goods field.” 

Lincoln plans to start informal | 
meetings here with the “select” 
agencies by Feb. 10. Later, a team 


iof Lincoln executives will travel 


|to the home offices of the various | 


lcontenders for more discussions, 
/and presumably to view presenta- 
tions. 


|@ A Lincoln management 
composed of James J. Nance, vp of 
Ford Motor Co. in charge of the 
M-E-L division; Joseph E. Bayne, 
|general sales manager of Lincoln) 
and Mercury; Bruce E. Miller, Lin- 
icoln advertising manager, and Rob- | 
ert Nadal, Lincoln marketing man- 
ager, wil! talk to the agencies. 
More than 15 solicitations have 
|been received so far. 

It has not been determined, Lin- 
coln said, if Ford Motor Co.'s three 
agencies—J. Walter Thompson Co. 
(Ford), Kenyon & Eckhardt (Mer- 
cury) and Foote, Cone & Belding 
(Edsel)—will be among those in- 

vited. Lincoln said it hopes to name 
a successor to Young & Rubicam, 
which resigned two weeks ago 
(AA, Jan. 27), by the end of Feb- 
jruary. # 


team 


| 


F 


Neophyte Adman Says Agency Needs 


Business Rule; No, 


Advertising International 


to Profit from Business 
Background, Says Akers 


New York, Jan. 29—Establish- | 


ment of Advertising International 
Inc., a new advertising agency with 
12 offices\in Europe (AA, Jan. 27), 
has drawn attention to Lynn R. 
Akers, 
who is bankrolling the entire oper- 
ation. 

Mr. Akers, who has entered the 
agency business with a bang, made 
his money by treating incipient 
baldness in American and Euro- 
pean males. 

“Now he’s out to scalp the cli- 
ents,” quipped a New York agency 
man last week. 


s If he had heard that last remark, 
Mr. Akers would probably have 
paid little heed to it. He is a deter- 
mined, young (37) maz who ap- 
pears to know exactly what he 
wants. Success in business has giv- 
en him self confidence. 
ner is forthright. He minces few 
words. 
These are qualities his associates 
feel will be 
(Continued on Page 89) 


the American millionaire | 


His man-|s 


invaluable when it! 


Says Client Exec 


Abrams Hits Business 
_ Man Who Views Ads as 
Consumer, Not Marketer 


Boston, Jan. 29—“We can never 
separate our split advertising per- 
sonalities—consumer on one side, 
business man on the other.” 
| George J. Abrams, advertising 
vp of Revlon Inc., made this ob- 
servation in a letter published in 
the January-February issue of 
Harvard Business Review. 

Most business men, Mr 
wrote, whatever 


Abrams 
the size of their 
pe at gape cary “claim to ‘under- 
stand’ advertising. But do they 
understand advertising as con- 
sumers, or as executives who util- 
ize advertising as one ingredient 
in the ‘marketing mix’?” 

Mr. Abrams’ letter was prompt- 
ed by Joseph W. Newman’s article, 
“New Insight, New Progress, for 
| Marketing,” in the publication's 
November-December issue. 
| 
“After 20 years in the business 
of advertising, I am convinced that 
too many good campaigns are ex- 
jiled to a permanent Siberia either 
through management’s lack of un- 
| (Continued on Page 89) 


, Jan. 31—Agen- | 


THE NATIONAL NEWSPAPER OF MARKETING 


Its the truth 
Marth i! 


2 refreshingly 
new and 
different 
= s breakfast juices! 


ra 


| 
| 


} 


| 
} 


Dole 


GEORGE DOES iT— Hawaiian 
Pineapple Co. breaks its first na- 
tional campaign for its frozen juice 
| blends with this color page in the 
Feb. 17 Life. Reader's Digest will 
also be used. Foote, Cone & Beld- 
jing, San Francisco, is the agency. 


House Group to 
Probe ‘Conduct’ 
of FCC Members 


| Committee Abandons 


Effort to Shift Inquiry 
to General Functioning 


WASHINGTON, Jan. 31—Have 
the decisions of the Federal Com- 
munications Commission been in- 
fluenced by political pressure, or 
by fraternization with people the 
commission is supposed to regu- 
late? 

That hot potato is supposed to 
be thoroughly examined next 
week when the House committee 
on legislative oversight puts FCC 
members under oath and asks 
them about their handling of 
scores of controversial tv grants 
and other matters. 

The hearing itself has been an 
on-and-off affair for the past sev- 
eral weeks, with congressional 
committee members’ evidencing 
extreme reluctance to take the lid 

(Continued on Page 8) 
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| ‘If Successful ... Permanent’... 


| 


Agency to Report to 
Top Execs; Babbitt Ad, 
Research Heads Resign 


New York, Jan. 31—Jules Trieb 
has resigned as director of adver- 
tising of B. T. Babbitt Inc., a post 
he held less than six months. 

Mr. Trieb will not be replaced. 
His duties, in effect, are being as- 


15 Top Brewers 
Up ‘57 Sales by 
723, 478 Barrels 


CHICAGO, Jan. eg 15 largest 
brewers in the U. S. sold 723,478 
| more bbls. of bane and ale in 1957 
|than in 1956, according to figures 
|compiled by Brewers Journal and 
National Beer Wholesalers Assn. 

The brewing giants sold 47,462,- 
|287 bbls. last year as compared 
with 46,738,809 in 1956. Anheuser- 
Busch Inc. replaced Jos. Schlitz 
| Brewing Co. in the 1957 sales der- 
by with 6,115,762 bbls., compared 
to 6,023,608 for Schlitz. 

Falstaff Brewing Corp., with 4,- 

(Continued on Page 8) 


Brown & Butcher to Be 
Babbitt Ad Department 


sumed by Brown & Butcher, the 
company’s new agency (AA, Jan. 
27), which is going to function as 
the Babbitt advertising depart- 
ment as well. 

Walter Wright, formerly associ- 
ate merchandising director of Len- 
nen & Newell, has joined Brown 
& Butcher as a vp and account su- 
pervisor on Babbitt. He will devote 
virtually his entire time to the one 
account. 


s Jack Sugden, vp in charge of 
marketing at Babbitt, told Apver- 
TISING AGE: “We feel that the 
Brown & Butcher agency can act 
as the advertising department for 
us for the present.” If the new set- 
up is successful, it will become a 
permanent arrangement, he indi- 
cated. 

Emphasizing the “team opera- 
tion” concepts of Babbitt’s new 
marketing group, Mr. Sugden said 
the agency would initiate and fol- 
low through on the entire adver- 
tising program, which would then 
be approved or rejected by an ex- 
ecutive team consisting of himself, 
exec vp Michael Frawley and Mr. 
Wright. Where no decision can be 
reached, Babbitt'’s president, Mar- 
shall Lachner, will have the final 
word, 

Herb Little resigned 

(Continued on Page 93) 


also has 


Ad Groups Question Ruling Stiffening 
Tax Exemption Ban on ‘Political’ Ads 


AFA’s Feemster Says It 
May Hurt Institutional 
Ads, Anti-Ad-Tax Efforts 


Ad- 
America 


New York, Jan. 29—The 
vertising Federation of 
today made public an exchange 
of letters between itself and the 
Internal Revenue Service con- 
cerning a proposed change stiff- 


Last Minute News Flashes 
Bromo-Seltzer Moves from L&N to Warwick & Legler 


New York, Jan. 31—The Bromo- 


Seltzer account is transferring from 


Lennen & Newell to Warwick & Legler. A product of Emerson Drug Co 


one of the divisions of Warner-Lambert Pharmaceutical Co 


Seltzer bills between $2,000,000 and 
Drug product at Lennen & Newell, 


—Bromo- 
another Emerson 
agency 


$2,500,000. Fizzies, 
remains with the 


Buick Hears Y&R, C&W, LAN, Compton 


New York, Jan. 31 


pitches it has auditioned 
three-hour presentation by 


Selection of a new 
Kudner is still a week or two away 
and scans late data. 


Buick agency to replace 
, as the company reviews agency 
This morning it heard a 


Sigurd Larmon and other Young & Rubicam 


top brass. Yesterday the $20,000,000 account was solicited by Cunning- 


ham & Walsh 
Advertising. 


: Wednesday by Lennen & Newell; 


Tuesday by Compton 


Nestle-Lemur Consolidates at O'Connell 


New York, Jan. 31—Nestle-Lem 


ur Co. has consolidated its accounts 


in one agency by shifting three of its subsidiaries—the Harriet Hubbard 


Ayer and Milkmaid lines of cosm 
toiletries—to R. T. O’Connell Co., 


and beauty shop products and the 


perfumes. 
print, ®: 


The previous agencies 
duct Services for tv. 


etics and the Pinaud line of men’s 
which handles the company’s retail 
Mavis and Djer-Kiss talcums and 
are Lewin, Williams & Saylor for 


(Additional News Flashes on Page 93) 


ening the regulation 
exemptions for 
r “propaganda” 
Robert M 


barring tax 
lobbying, political 
advertising. 
Feemster, chairman 
of the AFA board, said he was 
releasing the two letters as a 
means of calling the entire matter 
to the attention of the advertising 
business. At the same time, al- 
though he said he was reluctant 
to do so at first, he called for re- 
opened public hearings on the 
proposed regulation. 


® A hearing was held in Wash- 
ington Sept 11, °56, but, Mr 
Feemster commented, “We not 
only didn't participate in the pub- 


lic hearing ...we never heard of 
it.” Further, he added, the AFA 
has been unable to uncover any 
details concerning the hearing. 

The Assn. of National Adver- 
tisers and the American Newspa- 
per Publishers Assn. also have 


been in correspondence with In- 
ternal Revenue. 


Mr. Feemster’s letter, co-signed 


by C. James Proud, AFA presi- 
dent and general manager, was 
addressed to Russell C. Harring- 


ton, commissioner of internal rev- 


enue, on Jan. 13. A reply, dated 
Jan. 22, was received from John 
W. S. Littleton, director, techni- 


cal planning division 


® AFA’s protest expressed con- 
cern over the language of the 
proposed regulation, asserting 


(Continued on Page 92) 
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GM Sets $2,000,000 Safety Campaign, 
Urging Drivers: Aim Headlights Right 


Dealers Participating 
in Drive Must Use GM 
Guide Lamp Aim Device 


Detroit, Jan. 29—General Mo- 
tors Corp. this week began a $2,- 
000,000 public safety promotion 
designed to promote driving safety 
through proper aiming and main- 
tenance of auto headlights. 

While this comprehensive adver- 
tising drive is essentially in the 
public interest, it will be tied in 
with the corporation’s Guide Lamp 
and AC spark plug divisions. 

The moving influence behind the 
move is GM President Harlow H. 
Curtice, who is also chairman of} 
President Eisenhower's committee 
on public safety. 


® Using the theme, “Aim to live,” 
the drive will use magazines, Sun- 
day newspaper sections and televi- 


Vita Vitalizes 
Trademark Elves 
in Herring Push 


New York, Jan. 28—Vita Food| 
Products Co., producer of a long 
list of appetizers, party snacks, etc., 
is “putting its trademark to work” 
in a 1958 campaign which will use 
print insertions, radio spots, sub- 
way posters and a new recipe book. | 

Through the years, the Vita) 
trademark has been two bearded} 
gnomes shouldering a large fish. 
This year, these trademark gnomes 
will also appear as light-hearted 
characters in the company’s ads. 
For example, in one ad, they are 
holding up the Vita jar lid; in an- 
other, they are maneuvering a fork 
into the jar. 

The ads—all fractional pages—| 
are running in The New Yorker, | 
TV Guide and newspapers in the| 
New York City, New England, 
Pittsburgh, Philadelphia and Bal-| 
timore areas. 


| considering 
The same studies show that 55% | 


| 
| 


® The company is also using New | 
York subway posters for the first 
time in several years. The poster is 
b&w except for a vivid red used 
for the Vita name and on the jar 
lid. 

On radio, it will be spots on 
WQXR, plus WMGM’s broadcasts 
of the Yankees’ baseball games. 
Starting March 8 with the pre-sea- 
son exhibition games and continu- 
ing through the entire season, the 
spots will be aired just preceding 
and following game time. A sing- 
ing jingle—“V-I-T-A, that spells 
Vita”—is intended to make sure 
that people don’t pronounce it 
“Veeta.” 

The entire campaign emphasizes 
only two of the Vita products— 
herring fillets in sour cream and 
in wine sauce—but since strong 
emphasis is put on the Vita name 
in each ad, the company figures 
people also will be lured into try- 
ing some of the 100 other Vita 
products. 


8 In mid-March, the company will 
bring out its new recipe booklet, 
whose story is built around a fam- 
ily of four, the Martins. The book- 
let follows the Martins through 
their daily rounds and manages to 
work in 50 recipes, 25 hints and 25 
garnishes for breakfast, brunch, 
lunch, bridge party, smorgasbord, 
tv snacks, teen age treats, etc. Most 
of the photographs are situation 
shots, rather than straight food 
shots. 

Blaine-Thompson Co. is 
agency. # 


the 


sion, beginning with a three-page 
ad in the Jan. 30 Life. 

Other magazines on the list are 
The Saturday Evening Post, Look, 
Newsweek, Time, and U. S. News 
& World Report. 

Sunday supplements include Th« 
American Weekly, Parade, This 
Week Magazine, Family Weekly 


'and a list of newspapers publishing 


independent supplements, includ- 
ing the Chicago Tribune, New York 


| Times and Philadelphia Inquirer. 


The television portion of the 
drive consists mainly of Dave Gar- 
roway’s “Wide Wide World” pro- 
gram. 


® With the entire cost of the effort 
being paid from GM's institutional 
advertising budget, the television 
portion won't hike the ante, be- 
cause the corporation has pur- 
chased “Wide Wide World” for the 
remainder of the tv year. 

The program admittedly is de- 
signed to encourage drivers to 
have their automobile headlights 
inspected and aimed properly. 

Studies have shown that 
traffic death rate 
three times as high as in daylight, 
the mileage driven. 


the 


of all traffic deaths occur at night. 
Further pointing up the impor- 
tance of proper headlight aiming 
(Continued on Page 34) 


Adman’‘s Prose Was 
Deathless—Almost 


Lonpon, Jan. 28—Advertising, it 


seems, can have its immortal aspect. 


Wait. Hold it. Seem’s the archbish- 
op was misquoted. 

British advertising trade papers 
this week reported the speech by 
the new archbishop of Wales, Dr. 
A. E. Morris, to the Cardiff Pub- 
licity Club. 

Talking on “The Moral Factor in 
Business,” he had this to say about 
advertising: “To withhold from 
men the knowledge of how to ac- 
quire some desirable thing would 
be positively immoral. When ad- 
vertising does bring to men’s no- 
tice desirable good things and en- 
ables them to know how to acquire 
them, then advertising may in it- 
self be a moral agent. 

“But advertising can also have 
its immoral aspects.” 


® At this point one report al- 
tered the archbishop’s text. He was 
quoted as saying it can also have 
“its immortal aspects.” + 


open 
eyes - 


to rd) 
VET sZe. > 
ready to serve herring delicacies 7 
SurPRISE—Vita Food Products will 
use this subway poster in New 
York City this spring and fall—the 
first time the company has used 
this medium in several years. 


after dark is) 


. es 


CBS GUN—James Arness shoots ’em up in “Gunsmoke.” 


Advertising Age, February 3, 1958 


Zenith Finds 
‘Bigger’ Agency; 
Names FC&B 


Despite ‘Wonderful Job’ 
by Ludgin Shop, Company 
Sought ‘Broader Services’ 


Cuicaco, Jan. 28—Zenith Ra- 
dio Corp. found the “big” agency 
|it was looking for today when it 
‘named Foote, Cone & Belding t 
handle its estimated $2,000,000 ra- 
dio-tv receiver account. 

L. C. Truesdell, Zenith vp and di- 


AcE that more than 35 agencie: 


Cowboys Aplenty Now, «is: sis) stavros 
but TV Drafts More 


Sponsors Almost Match 
Viewers’ Fervor Despite 
Sputnik-Age Incongruity 


By Maurine Christopher 

New YorK, Jan. 29—Biggest 
| talk-makers in television this sea- 
son have been those hefty western 
he-men who have strong-armed 
their way into key rating positions. 

It is perhaps a reflection on the 
state of mind of the tv industry that 
one of the most upbeat program- 
ming trends in this era of satellites 
and rockets is a throwback to the 
|days when the fastest thing around 
| was a horse. 


venturer. This total also omits 
“The Californians” and “Jim Bow- 
ie,” whom most people would in- 
clude, and “Zorro,” a “Lone Ran- 
ger”’-type program set on the Pa- 
cific Coast in the 16th century. 

In addition, there are about four 
sponsored network daytime horse 
operas, plus innumerable syndicat- 
ed cowboy series. Next Saturday 
(Feb. 1), New York’s seven stations 
have scheduled an aggregate of ap- 
proximately 18 westerns, ranging 
from 30-minute films to feature- 
length movies. A dedicated fan 
cannot catch them all, however, 
since some are booked at the same 
itimes on different stations. 


The eggheads complain that tv is | 


taking up where the movies left 
off and soothing the public at a 
time when it needs to be stimulat- 
ed. Telecasters, on the other hand, 
point out that the westerns always 
have been a popular form of enter- 
tainment in this country and deny 
that they are taking up an inordi- 
nate amount of air time. 


® Whether this is true rests some- 
what on a definition of terms. The 
newest Nielsen report shows a total 
of 14 nighttime network sponsored 
westerns; the research company’s 
count used to be 15 until “Rin Tin 
Tin” was re-classified as an ad- 


Kelly, Nason Share 
of Cunard Account 
Goes to Ellington 


New York, Jan. 29—The Cun- 

ard Line has consolidated its ad- 

vertising account with Ellington & 
0 


| Ellington, which already handles 
|mewspaper and trade paper adver- 
tising for the British steamship 
company, has picked up the mag- 
jazine portion from Kelly, Nason 
Inc. 

Howard W. Kramer, who is in 
|charge of advertising for Cunard, 
said the company decided that it 
| was “not efficient” for a small ad- 
vertising account to be split be- 
tween two agencies. It was felt 
that better results could be obtain- 
ed by unifying the account at one 
agency, he added. 


}# Cunard, one of the oldest adver- 
| tisers on the American scene, has 
jused the two-agency system for 
|many years. In prewar days, the 
account was handled by the old 
Frank Presbrey Co. Cecil & Pres- 
brey then handled newspapers, 
with Kelly, Nason taking over 
magazines around 1945. When 


|Cunard named Ellington to handle 


“newspapers and trade papers in-| 


| stead of consolidating the account 
| at Kelly, Nason. 

| Cunard spends an _ estimated 
$750,000 on advertising annually. 
| James Kelly is the account super- 
|visor at Ellington. + F 


_|time any 


Cecil & Presbrey folded in 1954, | 


s The impact of westerns on view- 
ers who don’t like them, and per- 
j}haps on fans as well, is heightened 
by the fact that the networks fre- 


| quently send them out in teams of 


(Continued on Page 62) 


Chirurg Calls Its 
Annual Report in 


Daily ‘Agency First’ 


Boston, Jan. 31—James Thomas 
| Chirurg Co., with offices here and 
|in New York, takes over a special 
| section of Sunday’s edition of the 
| Boston Herald-Traveler to distrib- 
| ute its annual report. It is the first 
agency—or any New 
'England company—has issued its 
report in this fashion, the agency 
says. 
| The supplement’s copy and illus- 
|trations, in addition to financial 
statistics, are directed to both the 
average reader and business men. 
Included in the report are 
photos of staff members at work 
and the history of the agency, 
which began operating 25 years 
ago, with a capital of $1,000. 


® The report shows a net worth 
of $486,677 at the end of 1957, an 
increase of $18,906 over 56. Fig- 
ures at the close of the fiscal year 
showed the agency had total as- 
sets of $725,732. A surplus account 
of $379,737 is shown, with $106,940 
in capital stock. 

Copy also explains the agency’s 
advertising philosophies and busi- 
ness attitudes. Also listed are new 
accounts added in 1957. 

According to James Thomas 
Chirurg, board chairman, “We did 
this because we think it our job to 
help the general public understand 
that advertising is a business en- 
terprise of a highly specialized 
type and not just a collection of 
writers, artists and broadcast per- 
formers bent on thinking up gim- 
micks that might sell products or 
|might not. 
| “At the same time,” he added, 
|“the report is a very fast, direct 
and economical way to let the busi- 
ness community know more than it 
now does about the internal opera- 
tions and the business viewpoint of 
a modern advertising agency.” # 


|solicited the account but only 1° 
|of the larger agencies were invited 
to come in for interviews. 

The field was narrowed to thre: 
earlier this week, and FC&B got 
the nod today. Mr. Truesdell de- 
clined to name any of the othe: 
lagencies pitching the account, but 
| AA learned that the other two fi- 
|mnalists were Tatham-Laird and 
Erwin Wasey, Ruthrauff & Ryan 


® Regarding the dismissal of Earl 
Ludgin & Co. as Zenith’s agency 
(AA, Dec. 23, 57), Mr. Truesdel! 
said the company decided it need- 
led a larger agency offering a 
broader range of services. 

“We moved our business to Lud- 
gin because we felt that we would 
get more personalized attention 
from a smaller agency,” Mr. Trues- 
dell said. “However, because Ze- 
nith’s business has been increasing 
by leaps and bounds since then, we 
felt that a larger agency was need- 
ed to handle increased advertising 
and marketing activities. The Lud- 
gin agency did a wonderful job for 
us.” 

FC&B’s winning pitch was made 
| by a team headed by Fairfax Cone, 
chairman of the executive com- 
|mittee; Milton A. Schwartz, senior 
[VP and Richard Tully, vp. Mr 
|Schwartz will be the account su- 
pervisor and Daniel J. Sullivan wil! 
| be account executive. 

| FC&B has had many years of 
experience in the highly competi- 
tive appliance field. The agency 
handled General Motors’ Frigidaire 
division for 20 years before losing 
the account to Kudner Agency 
(AA, Aug. 22, 55). In November, 
| 1955, FC&B picked up Magnavox 
land had the account until early 
last year when Magnavox returned 
to Maxon Inc. (AA, March 25, '57) 


® The loss of Zenith was the sec- 

ond major blow suffered by Lud- 

gin in five months. Last July, Hel- 
(Continued on Page 34) 
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TELL-AlL—The front cover of J: °s 
Thomas Chirurg Co.’s eight- «9 
rotogravure annual report iv the 
Boston Sunday Herald uses | '“s- 
trations representing Nortot 
Victor Coffee and Crayola, 
Chirurg clients. 
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Beech-Nut Hit in 
2nd Damage Suit 
as Heinz Files 


Heinz Follows Gerber 
With Anti-Trust Case 
on Marketing Practices 


New York, Jan. 
Heinz Co. filed suit here today 
against Beech-Nut Life-Savers in 
the federal district court for the 
southern district 
charging Beech-Nut with sales of 
baby food in California at less than 
cost and in violation of federal 
law. Beech-Nut said it had no com- 
ment at this time. 

The suit asks $3,000,000 dam- | 
ages, and treble damages of $9,- 
000,000 under the federal anti- 


29—H. J. 


| 


of New York, | 


| 


first time in its truck advertising, 


+ GOOD/YEAR nw 


COLOR ADDED—Goodyear Tire & Rubber Co., using four colors for the 


>" poze oo wean moos wevve doubled our tire mileage! 


Our cost per mile is hitting new Jows with 
——— CROSS RIB!" 


HI-MILER CROSS-RIB TRUCK TIRE 


will launch a new series of ads in 


the Feb. 15 issue of The Saturday Evening Post, starting with a 


spread on the company’s new Hi-Miler cross-rib truck tire. 


The 


Post ads will be extensively merchandised through Goodyear deal- 
ers. The Kudner Agency handles the company’s truck tires. 


trust law, and an injunction | Non-Coffee-Using Housewife Made Fresh 


against Beech-Nut’s “discrimina- | 


tory practice.” It also asks that| Coffee After Hint in Subliminal Radio Test 


Beech-Nut be compelled to divest 
itself of its Life-Saver candy oper-| 


ations, under the Clayton Anti- 
Trust Act. 
The suit charges Beech-Nut 


with selling at discriminatory and| 


unfair prices, noting that on Sept.| Pendent 


SEATTLE, Jan. 29—An experi- 
| ment in the presentation of barely 
audible non-advertising messages 
superimposed on music was dis- 
closed this week by KOL, inde- 
radio station. A similar 


5 Beech-Nut made one price cut,|¢XPeriment was made by WAAF, 
followed by another Oct. 11, which | Chicago, last month (AA, Dec. 11). 


totaled 2242% on strained foods, 
and 40% on the junior foods line. 

Prices were not reduced by 
Beech-Nut in the rest of the coun- 
try, 


Heinz claims, and charges that | @®nouncer 


Subliminal messages were pre- 
sented at three sound levels. While 
“Yellow Dog Blues” was being 
played, the taped comment of an 
was injected: “How 


promotion, advertising and other | @bout a cup of coffee?” The voice 


price allowances were higher 
California than elsewhere. 


® Heinz was compelled to make 
similar cuts, the suit says, and had 
to sell its strained and junior foods 
below cost. These below-cost sales 
(Continued on Page 58) 


Sell Value of 


ABC Audits, 
Haire Advises 


Stress Value of Paid 
Circulation, but Don’t 
Rap Competition, He Says 


New York, Jan. 28—‘“When a 
paid circulation publisher does not 
talk about paid circulation and its 
values for advertisers, he is con- 
tributing to confusion,” Thomas B. 
Haire, president of Haire Publish- 
ing Co., and business paper repre- 


in| level was considered sufficiently 


high for most listeners to hear 
without difficulty. 

On two other messages, the level 
of audibility was much lower. Dur- 
ing the record, “Twenty-Six 


N. Y. Legislature 
Weighs Bill Banning 


Subliminal Movie Ads 


ALBANY, Jan. 28—A bill to spare 
New York residents from hidden 
advertising messages is before the 
state legislature. 

Assemblyman Bentley Kassal, of 
Manhattan, has introduced a bill 
that would require movie theaters 
to notify patrons “consciously and 
visibly” if subliminal advertising is 
used on the screen. Subliminal ad- 
vertising employs messages flashed 


'on a screen so fast they cannot be 


sentative of the Audit Bureau of! 


Circulations board of directors, told 
members of the New York Dotted 
Line Club yesterday. 

“This does not mean,” Mr. Haire 
told the advertising salesmen rep- 
resenting Associated Business Pub- 
lications members, “that every 
sales call should become a debate 
on the relative merits of paid cir- 
culation vs. free distribution, but it 
does mean that the advertiser de- 
serves to know your paid circula- 
tion story. 

“I submit,” Mr. Haire said, “that 
advertisers are fed up with contro- 
versy, but not with sound selling. 
I am sure they are fed up with the 
publisher or salesman who tries to 
dismiss a competitive publication 
by snarling out the words, ‘throw- 
away’ or ‘giveaway.’ We have our 
values, and they have theirs. All 
media offer some values, just as all 
advertising has some effect. We 


can sell without knocking. In fact, | 


unless we do, advertisers will soon 
pay no attention to us. 


’ Mr. Haire 
“that advertisers want very 


(Continued on Page 62) 


s “It is my firm belief, 
said, 


seen. In theory, the messages reg- 
ister on the viewer's subconscious 
and a desire for the advertised 
product develops. 

Assemblyman Kassal said there 
was evidence the technique will be 
put into widespread commercial 
use. He called for congressional 
and legislative investigations of the 
process and a federal ban on its use 
on television pending results of the 


probes. = 


Miles,” the phrase “Answer the 
phone,” was inserted. On “Sail On, 
Silvery Moon,” the phrase was, 
“Someone’s at the door.” 

| Before the experiment the an- 
j|mouncer told the audience that 
| something else was on the record 
he was playing. He asked the audi- 
ence to listen and phone in what 
they heard. 

| The phone numbers of 
| who phoned in were taken and the 
listener was called back so as to 
give more time for each person 
who phoned in. About 100 calls 
were received, Robert 
| promotion manager for the station, 
said. The next day the station told 
listeners exactly what had been 
done. 


s Mr. Ward said that most persons 
who phoned heard the coffee com- 
|ment. The other messages at much 
lower sound level were heard by 
a smaller number. Younger per- 
sons, he said, appeared to have the 
best hearing. 

Two women reported that they 
made coffee right after hearing the 
first message. One added, “I never 
drink coffee myself but just have 
it in the house for my husband, 
and he wasn’t home.” 

Several reported that they went 

(Continued on Page 58) 


Marshall-Farley Opens 

Marshall-Farley Associates, 812 
Greenwich St., New York, has 
been formed. The new agency spe- 
cializes in marketing counsel with 
major emphasis on public relations 
and product publicity and mer- 
chandising. Principals are David 
King Marshall, head of Marshall 
Press and Marshal] Empire, an en- 
graving and copper and steel die 
stamping facility, and John Farley, 
most recently with Conant & Co., 
pr company. 


LILAC TIME—This spread is part of 


a four-page ad scheduled for the 


March Harper’s Bazaar by Lentheric and Moygashel linens to pro- 

mote Red Lilac both as spring fragrance and as a fashion color. A 

fifth page will feature Dawnelle gloves in color to complement Red 
Lilac fashions. 


N. Ward, | 


Brewers ‘56 Ad Cost 
Was $1.08 per Barrel 


Total Ad Cost Reached 
$60,144,917 in 1956, 
AA Study Reveals 


By A. N. Stephanides 


Cuicaco, Jan. 28—During 1956, 
| the 23 top U.S. brewers who sold 
1,000,000 bbls. or more of beer and 
ale spent more money on advertis- 
ing than they had in 1955 and sold 
more beer and ale. 

These 23 brewers accounted for 
55,504,000 bbls. of beer, 65.3% of 
| the total 85,010,363 bbls. sold dur- | 
ing that year. And they spent $60,- 
| 144,917 in advertising—$1.08 a bbl. 
or 7.7¢ a case—to sell] this volume. 

In 1955, the 23 brewers with 
| 1,000,000 or more barrelage sold 
53,310,000 bbls. and spent $41,451,- 
905 in advertising, at an average 
cost per bbl. of 66.7¢. 


ie ADVERTISING AGE has developed 
ithese figures in its annual survey 


of the 


industry from various 
sources of measured advertising 
media and barrelage figures re- 


ported by Research Co. of America. 
They are not presented as a total 
picture of advertising in the indus- 
\try. Major areas of advertising by 
the brewers are missing sinoe there 
are no authoritative figures avail- 
able. The industry, for example, 
Spends a large share of its promo- 
|tion in point of sale merchandising 


jaids, signs and displays and spot 
radio. 
Also, although advertising ex- 


penditure figures are included for 
| each of these 23 brewers for the 
| past seven years, where available, 
|they cannot be considered an ac- 
curate barometer of an increase or 
decrease in advertising since the 
available measured media have 
changed. Outdoor advertising fig- 
ures are available only since 1954. 
Tv spot advertising is available for 
the first time in 1956. Network 
(Continued on Page 82) 


Lentheric, Adams 


Imports, Dawnelle § 


those | 


Join in Lilac Push 


Red Lilac Featured as 
Perfume, Tint in 4-Page 
Synesthetic ‘Bazaar’ Ad 


New York, Jan. 29—Lentheric 
will promote its Red Lilac fra- 
grance this spring with a fashion 
tie-up with Hamilton Adams Im- 
ports, for Moygashel linen, and 
Dawnelle Inc., for its gloves. 

A four-page ad will run in the 
March Harper's Bazaar, featuring 
Red Lilac both as a spring fra- 
grance and as a spring fashion col- 
or in linen dresses. Pictured in the 
ads will be the newly packaged 
Red Lilac fragrance line and four 
Moygashel linen dresses, designed 
by David Goodstein, Toni Owen, 
Pat Premo and Harmay. 

The ads, which show one fashion 
per page, are b&w, except for a 
wide border in the Red Lilac color 
and scattering of Red Lilac petal: 
across the center of each spread. 
The ads were prepared by John- 
stone Inc., the agency handling 
Moygashel for Adams Imports 


® A fifth page in the section will 
feature Dawnelle gloves in colors 
to complement the Red Lilac fash- 
ions. Background of the ad will be 
Red Lilac, but the ad will follow 


the format of Dawnelle’s current 
“animal” series (AA, April 29) 
‘Four glove styles will be shown, 
with sketch of a honey bear with 
its paw in a cookie jar. “Be sweet 
as a honey bear, Sugar in 
Dawnelle gloves,” the headline 
reads. Daniel & Charles handles 
Dawnelle. 

Harper's Bazaar is _ offering 


stores a Red Lilac promotion pack- 


age, and fashion shows are being 
lined up across the country. Gift 
cards redeemable at the cosmetic 
counter for half a dram of Red 
Lilac perfume will be given out at 
the shows, and also in ready-to- 
wear departments, to women buy- 
ing Red Lilac dresses 

In addition, Lentheric is lining 
up display contests, Easter and 


garden club promotions, 
official Red Lilac day 
vidual stores 

This spring’s promotion is 
first in a yearly series planned by 
Lentheric, a division of 
Curtis Inc., to establish Red Lilac 
“as the spring fragrance.”> 


and 
with 


an 
indi- 


the 


Helene 


New S. L. SAVIDGE 


Cas SAVER CLUB 


We'll add a big 7% per year bonus to 


® . every dollar you lay away... 

@ = ge 45Y! at vex 4 mobos aor —— 
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Staet WOW GET Feet 


IT'S THRIFTY ty sition ~ imTRODUCTORY GWT! 
. oil escumuton the Gow ' nd ema, exeoyens on 


Root 
S. L. SAVIDGE, Inc. vo rivmoutn 


> ond Lenora, Searle + 


SAVERS 


S. 4 
auto dealer, offers 7% 


Savidge Inc., Seattle 


annual 
deposited for a 
future car down payment 


Seattle Car Dealer 
Sets ‘Savings Club’ 
for Down Payments 


“bo- 


nus” on savings 


SEATTLE, Jan. 29—A local auto- 
mobile dealer has taken steps to 
overcome a prime consumer prob- 
lem—lack of cash for down pay- 
ment—by organizing a Car Saver 
Club, which offers 7% annual 
bonus on savings deposited for 
eventual use as car down pay- 
ments 

S. L. Savidge Inc., Dodge-Ply- 


mouth dealer, is using newspapers 
ind spot radio to promote the club. 
Prospective car buyers 


can join 

by depositing $25 or more with 
Savidge. Further payments can be 
made as often and in any amount 
desired. When a customer is ready 
to take delivery of a car, the dealer 
credits him with a bonus at the an- 
nual rate of 7% interest, computed 
to the number of days the money 
has been on deposit. 
Persons who decide not to buy 
can get their money back with 


342% interest, similarly calculated. 
This is the prevailing rate paid at 
Savings and loan associations in the 
Seattle area 


® Buyers can select the car they 
want when the make the initial 
deposit, with the price guaranteed 
for six months, or can wait until 
they decide to take delivery 
(Continued on Page 63) 
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Advertising Age, February 3, | 


Pellegrin Rips Broadcast Ratings but Warns 


Stations to Give Agencies More, Better Data _ 


Cuicaco, Jan. 30—A _ station 
representative executive today 
charged that ratings “are the most 
abused and most misused tools of 
our trade,” and he warned radio 
and tv station operators that if 
they fail to provide agencies with 
more complete market data a 
complete surrender of their sta- 
tions to the rating services may re- 
sult. 

“Unless a time buyer has com- 
plete information about your sta- 
tion, on which to base his judg- 
ment to arrive at the most intelli- 
gent way of buying your station 
for his client, he very naturally 
will tend to rely on audience rat- 
ings,” said Frank E. Pellegrin, 
partner and vp of H-R Television 
Inc., in a talk to the Broadcast Ad- 
vertising Club of Chicago. 

“Too many time buyers have be- | 
come slaves to ratings; they have 
bought too many schedules on the | 
basis of ratings alone,” he said. 


“But the fault lies not alone with 
these buyers; it lies greatly with 
those stations which have failed to 
give the buyers the complete in- 
formation on which more intelli- 
gent buying decisions could be 
based.” 


® Mr. Pellegrin charged that sta- | 


tions now like ratings because any 
station can be first in any market 
—depending upon who made the 
survey. 

“If Survey Company A does not 
rank your station first, call him a 
dirty so-and-so and hire Survey 
Company B to make you a differ- 
ent kind of survey, using a differ- 
ent method, different technique, 
different sample, different base, 
and covering a different area,” 
he said. 

“If B doesn’t succeed, try C. 
There are so many companies to- 
day that you'll undoubtedly wind 
up first with somebody—and if 


| you don’t, go and invent an entire- 
ly new system,” he said. 

What agencies really want from 
stations is accurate, current, reli- 
able information, Mr. Pellegrin 
said. “They want it in all shapes, 
sizes and colors, about everything 
that has to do with your station, 
market, audience, _programs, ad- 
vertisers, results, personalities, 
merchandising, promotion, public- 
ity, coverage, facilities, rates—and 
anything else that will contribute 
to their knowledge and their abil- 
ity to make a more intelligent buy 
for their clients,” he added. + 


AFA Adds Members 

Three newspaper publishing 
companies and a magazine pub- 
lishing house have been elected 
| to membership in Advertising Fed- 
leration of America. They include 
Barron's Publishing Co., publisher 
of Barron’s; Indianapolis Newspa- 
pers, publisher of the News and 
the Star; Lindsay Newspapers, 
publisher of the Herald-Tribune 


and the Journal, Sarasota, Fla., and Zenith was not dissatisfied with the work | 


the Omaha World-Herald. 


Washington’s 
2nd Market 


' THINK ONCE: 


THINK 


about 
Washington’s 
No. 2 Daily 


ONCE: 


The rich and growing Tacoma mar- 
ket contains 16.1% of Washington 
State’s population, 15.3% of the 
income, and accounts for 14.9% of 
the retail sales of the state. 


THINK AGAIN: 


Tacoma (Pierce County) has had 
a population growth of 51.5%, 1950 
over 1940. Percentage of growth 
for the state for this period was 
37% and the national growth rate 
was 14.9%. 


The Tacoma News Tribune 

and only the Tacoma News Tribune 
thoroughly covers the expanding 
Tacoma market. 


TACOMA 
TRIBUNE 


a Represented by 


SAW VER-FERGUSON-WALKER CO.. Inc 


SAW YER-FERGUSON- WALKER CO. inc 


The Tacoma News Tribune ranks 
2nd in total linage, among the 26 


daily newspapers in Washington. 


THINK AGAIN: 


The Tacoma News Tribune keeps 
pace with the expanding Tacoma 
Market . leads all “A” market 
evening newspapers in the Pacific 
Northwest in circulation growth, 
9/30/56 over 9/30/55. . 
reader households. 


- up 1651 


TACOMA 
NEWS _ 
TRIBUNE. 


Represented “a 


B. T. Babbitt Inc. ad director resigns; the 
, P . , *h- 
company’s new agency, Brown & Bute 


er, will act as the soap maker's adver- | 


tising department Page 1 


Agencies will pitch for the Lincoln auto | 


account “by invitation only,”” as car 
maker plans “intense research” in pick- 
| ing agency , Page 1 


| Advertising groups question stricter re- 
strictions on tax exemption for “politi- 
cal” advertising Page 1 


| eden to live” is the theme of new Gen- 
| eral Motors $2,000,000 safety drive to 


convince drivers to get their headlights 
adjusted correctly Page ? 


Vita Food Products will put its trademark 
—two bearded gnomes—to work selling 


herring in sour cream and wine sauce 
during its 1958 advertising cam- 
paign Page 2) 


| Advertising, it seems, is not so immortal 
| as reports on the speech by a British 
archbishop at first indicated Page 2 


Shooting up rival tv shows, westerns have 
stampeded the ratings this year, and 
indications are sponsors are rounding 
up some more horsey he-men to ride 
herd on their sales Page 2 


Earle Ludgin & Co. was doing for it, 
but felt it needed a larger agency, so it 


switched to Foote, Cone & Beld- 
ing . Page 2 
H. J. Heinz Co. follows Gerber in suing 


Beech-Nut Life-Savers in anti-trust suit 
| for price cutting in California Page 3 


Test of subliminal ads on radio in Seattle 
succeeds in getting non-coffee drinking 
housewife to brew herself up a cup of 
hot java Page 3 


Top U. 8S. brewers spent an average of 
$1.08 in advertising to sell each barrel 
during 1956, Advertising Age's annual 
beer ad cost study reveals Page 3 


Prospective auto buyers can save up their 
down payment with Seattle car dealer, 
who will pay 7° interest per year to 
all who join his “Car Saver 
Club” Page 3 


Lentheric will tie in with Hamilton Ad- 
ams Imports and Dawnelle Inc. to pro- 
mote its Red Lilac fragrance this 
spring Page 3 


Export publications carried more than 
$20,000,000 worth of advertising by U. S 


companies in 1957 Page 6 
Goodrich will use “Smileage”’ ad motif in 
its return to magazine advertising this 


year Page 6 


Highlights of This Week's Issue 


Advertising and publishing associati: 
meet to plan, explore ways to h 
“Brad-Vern's Reports” Page 


| Good Housekeeping, International 1. 
Corp. find readers don’t like their 
vertising disguised as editorial ma 


ter “ seescsees Page 
Nudes, presented with “beauty 
taste,” don't offend on tv, sell deod 


ants, Coty finds 


| Dr. Pepper enlists St. 
help sell 
plus drive 


Page 
Bernard dogs 
its drink in new $2,000 
— Page 


Family Circle will add new superma: 


outlets, expects 300,000 circulation 
crease . Page 
Borden Co. consolidates its cheese 


dairy food operations into one divis) 
after study Page 4 


Man-made fibers didn’t come into ow 


until the industry quit marketing th« 


as synthetic fibers, DuPont's Rutled,y, 
tells group ; . Page 0 
Life launches drive for subscribers 


pre-price hike push Page 6» 


| Sereen Actors Guild seeks 15% to 10 
higher minimum rates on tv film co: 
mercials Page >: 


| The lowdown on the ups and downs 
| the roller derby on television are given 


| by Leo Seltzer Page 76 


- on Sunday is increasing, and wi}! 
| become more widespread, E. B. Weiss 
says 


| 


| 
Moderate drinking is a boon to scientists 
in Antarctic, physician reports Page 88 


Page 77 


| Lennex Industries sets $160,000 budget t 
push air conditioning line in first qua: 


| ter Page && 
REGULAR FEATURES 
| Advertising Market Place “0 
| Art Director's Viewpoint xO 
Coming Conventions SJ 
Creative Man's Corner 76 
Direct Mail and Mail Order x0 
Drawthinks so 
Editorials 2 
Getting Personal : 
Merchandising Ideas 22 
Obituaries . 62, 82, 87 
On the Merchandising Front 6 
Photographic Review i) 
Production Tips 7" 
| Rough Proofs 12 
| Salesense in Advertising rh 
This Week in Washington wo 
| Voice of the Advertiser BA 
| What They're Saying rt] 


| 
AllisChalmers Promotes 
Smith, Klein to Ad, SP Heads 
W. J. Klein, a vp of Allis-Chal- 
mers Mfg. Co., Milwaukee, has 
been appointed director of sales 
promotion of the company’s trac- 
tor group and Reuben L. Smith 
| named the group's manager of ad- 


vertising. The tractor group in-, 
cludes the construction machinery, | 
engine-material handling and farm | 


equipment divisions. 


Mr. Klein, who joined the com- 
| pany in 1928, had been director of 
sales of the tractor group since 
1956, and Mr. Smith, an A-C em- 
ploye since 1937, had been radio 
director also of the tractor group 
The former manager of sales pro- 
motion and advertising was 
Charles N. Karr, who retired Jan 
2. Mr. Klein and Mr. Smith will as- 
sume Mr. Karr’s duties plus ad- 
ditional responsibilities. 


A oe - 
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COLLINS, 
MILLER & 
HUTCHINGS, INC. 
333 
WEST LAKE STREET 


LEADERSHIP 
IN ADVERTISING, as in sports, often de- 


advertising champions. 


| 


pends upon a last-minute spurt of 
quality. We are proud to contrib- 
ute the final touch of photoen- 


4 graving quality to many national 


he | . 
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There's nothing so powerful as an idea | 
= 


28 ih ae aR SH est eee ae 


ae ae abs me en tS 


o/ FL 


a, 


aod SRT NET I TE 


How to make a family adventure out of buying or building a boat. . . 
how to plan a motor trip that'll be a vacation for the whole 
family, even Mother . . . what to do when the living room seems 
too full of furniture . . . how to get a garden growing... 

how to be a gourmet cook with packaged mixes .. . 

Better Homes & Gardens is a monthly treasure hunt of 
practical ideas about anything and everything that 
interests home-and-family centered men 

and women and their children. 

The ideas in Better Homes & Gardens set people to 
planning instead of just wishing, to doing instead of 

only dreaming. And the more they talk and plan and 

do, the more they buy. The climate BH&G creates 

for advertising is unique among all the major 

media. No wonder this famous idea magazine 

keeps on getting bigger and better all the time! 

Meredith of Des Moines . . . America’s biggest publisher 

of ideas for today’s living and tomorrow’s plans 


merica reads BHaG the family idea mag 


4,500,000 COPIES MONTHLY 
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U.S. Companies’ Ads | 
in Export Papers 
Reported Up 18% 


New York, Jan. 28—-Export pub- 
lications carried more than $20,- 
000,000 worth of advertising by 
U.S. companies in 1957, according 
to the 18th annual survey of Export 
Trade & Shipper. 

The weekly export magazine re- 
ported that American exporters 
spent $20,009,082 on 30,876 pages. 
The comparable figures for 1956 
were $17,064,600 and 26,163 pages. 

The annual survey is based on 
reports from some 40 U.S.-pub- 
lished export publications. 

Export Trade & Shipper empha- 
sizes, “These figures include only 
advertising placed by U.S. com- 


panies directly or through USS. 
advertising agencies, and accord- 
ingly do not reflect the very sub- 
stantial amounts placed by foreign 
subsidiaries and branches.” = 


Seabrook Plans Campaign 

Seabrook Farms, Seabrook, N. J., 
will use newspapers, point of pur- 
chase displays and possibly tv in a 
campaign to promote use of frozen 
foods aboard pleasure craft with 
galleys. Gore Smith Greenland 
Inc., New York, is the agency. 


Elam Joins Buchen Co. 

B. Richard Elam Jr. has joined 
the staff of the Buchen Co., Chica- 
go, as merchandising manager. Mr. 
Elam was formerly merchandising 
manager and account executive of 
Fulton, Morrissey Co. 


KRON is TV in SF 


San Franciscans ara sold on KRON- 7V 


Sells the Kids-5 :15 PM 


FIREMAN FRANK 
9.5 Av/19.7 Cume 
ARB, DEC. 


SAN FRANCISCO CHRONICLE + NBC AFFILIATE +» UHANNEL 4 « PETERS, GRIFFIN, WOODWARD - 


| SMILEAGE—Guy Gundaker Jr. (le: 

vp-sales, B. F. Goodrich Tire 

and Glenn Martin, advertis 

manager, check the three-color 

spread featuring the companu's 

new Smileage theme. The «ad 
breaks this week. 


Goodrich Returns to 
Magazines with New 
‘Smileage’ Ad Motif 


AKRON, Jan. 28—‘“Smileage,” a 
word you won't find in Webster's, 
jis the key to B. F. Goodrich Tire 
'Co.’s ad campaign for 1958. 

Three-color spreads breaking in 
Life and The Saturday Evening 
Post the first week in February 
will usher in Goodrich’s new 
brand identity symbol built out of 
|a tire with a smiling face, the word 
“Smileage”’ and the Goodrich pen- 
tagonal trademark. 

Goodrich designed the symbol 
emphasizing the new word to ac- 
complish two things, Glenn E 
Martin, ad manager, said: First, to 
put over the idea that driving can 
still be fun; second, to make Good- 
rich tire advertising stand out 


s “Since B. F. Goodrich intro- 
duced the first tubeless tire,’ Mi 
Martin said, “most tire manufac- 
turers have been playing up com- 
petitive features in ads. The result 
is most tire ads today look alike, 
and tire buyers are confused when 
they ought to be reassured.” 

The “Smileage” campaign marks 
the return of Goodrich tire adver- 
tising to national publications after 
an absence of one year. In addi- 
tion to the Life and Post spreads, 
three-color pages will run in Farm 
Journal and Progressive Farmer 
and large-space three-color and 
b&w ads are scheduled in “a long 
list” of newspapers throughout the 
country. 

Spot tv commercials sponsored 
jointly by the company and Its 
dealers, plus radio and trade mag- 
azines, also will be used to launch 
the symbol. 

Batten, Barton, Durstine & Os- 
born, Cleveland, is the agency. = 


Crane Co. Appoints Brown 
William O. Brown, fo! ly 
| manager of Crane Co.'s West 


sales district, has been appointed 
general manager of sale ith 
headquarters at the comp "ys 
Chicago general office. In hi» new 
capacity, Mr. Brown will coo ‘!n- 
|ate the plumbing, heating ar /D- 
| dustrial sales activities, as v as 
| the marketing research and ere 
tising-sales promotion d:art- 
ments. He joined the comp in 


1930 at its Washington branc 


| Chico Studies Poster Law 

__ The city planning commis’ © of 
Chico, Cal., has passed and °! to 
| the city council an ordina! on- 
\trolling outdoor advertisin. ong 
freeways through the city. ‘ at- 


torney Jerome Peters Jr. ! said 
the proposed ordinance is  1con- 
stitutional, and warned t the 


city may face lawsuits if th ordi- 
nance is passed. 


. eS : i | eee i oe Pe ee a Rod? arts hong: G Ree inci te SNM in. oy} nie. Fe as gay eae ee a A Sy yer EMM Cs Agr avg | On ae a Suc ee > ee) 
: A aes ee: eo i re ee eee aC aM Se ee 
* im eS ieiiaea rc eke Likes Skating ee a - % Nines) Sa — : ce en Sy Pe, eS ip ws on) Py ey mS a 
7 is 2, eer , | | = ae eee ae 
p aaeere ae get ean Che eas % eo pane A wee Mies ae <0 rion So aoa 
ae ae os roe oa ae 4 Lip coils meee ees a Bas at aes ae de 
"Wier ble ee 5 a eg hed ene 4 "ae sala Ree Me ae Nae ea nay Oak: ee ar Se ah MeN oes 3 Wiser. i oe Aa hg = sell gaueaieane oe e * 
a Rae 2 - i Sea etd Pa a ene en ; a c—. ee is Pee x oom ae age a ae 2g alee eee een es , oe ar aa case ert a Pig ie a 
ae a iad ’ aa. Eye: tie tit Oi aegis gue is esa 2 ¢ coi, aan tad. AN ‘ie ee eee i ieee RS Bee OS one : Apr = oA Raa eg a, 
ary ‘eee oe er? aie ve ae, . Oey nd Reig oe, el ee EME Te i ie ae al oo aie aia Pa ae tees oe meme ees ag Be: em ge ee” aaa vi Si es : 
a As thinks, RS. A aS a J SN alg ai” A eee a = ee Ll ee ge ar re See 
~ a ee ye ee Dd a eae Oa a Cae Ng ee ome oe) ae PP ore eee pA | ee oe ee. ee. Se eee ee esas TS n., ee ee ee 
eee nod ‘ a? Se ll ee) el ne. Be I lO 
Bel) an : : ee 
-~ 
1. ee s 
a ce - 
¥ e 7 6 Advertising Age, February 3, 1058 
Ss a rs 
; : 
ae es 
, ae a oar oe, o> 
me. , _ ba Seg 
soa pe ¢ " 
Let BEGoodrich Ma : * 
gee 4 ; i ‘ ; . Pp) } 
easy ——— 2 a ’ 
i : : 
| ‘ ; ; 
S | i ar) ee 
ee ) a : ag » 
1, a r oe . — 
ae ene 7 8 a ee 
ee A ‘ oe ares . a. 
‘a \ : ; ae zt r 
fa 4 \ F oe 5 2 
eed \ a ; < Bt i 4 
Ma <a , as oP ar, 
ieee ‘ : are oe tt ae ss .  —- 
= 4 oy ae pees ee ee * 
: — : Sa. ae Se 
ve eee A fee, Por ae a CS - ae ee _— 
gs ay Sa es 2 - 
hae : & me oe j , ae Ce i ae ee 
eae wens gant 0 > oe ae oe a ote er! “2 — | 
es! Onrvins : e - Ba e See - me ee »_ ee a ee | 
ss aa “sa - a ted See br , ° © >). ee 
ae get BEGeodrich Stverto == = eA Sty af : > ee 2 20) aa 
o's 7 oats 7 PS ee i Se 7 ll 4 a) “A 
a : . x 
ie 7 . 
i Ml 
ae . 
tie ee 
ow 
Sangh 
Pa, 
. bi Fs id ee 
4 : Rag 
— . 
a ee: 
. 
eta 3 
Eee se es ees. , eae 
= Sa Pe I ae a 
Big i% } = : : «OOS gin . 
(Os: aie ~ tae Oc 
i , ay ee: oe = » 
ee a tle ae BS Ns So te eae 
; a - ‘ Bid pene, tics a.» Smee ram 
ae ae Me ae eee a 
“8 3 FereMeume og eee a Sale, 
is . A ew ne a ae | < : 
a Be eS dete 9 1c ee oe e. 
fates ' es EI i Ee ae ee aa) nit a ; 
ae ‘ es a a ne os 
7 4 » Ber. ao Seria Bee 
er 2. Ween oe ae : ie Fe oe 
: ogi’ 2 ae 4 ae ef =e 7 . , 
t o4 ae ra 4 Ps: ? ae hg “A 
. ; ae J a ES - 4 ; . z 
; : , arn i — Sree lg ae, a v ae 
; ‘ : —— bey oa ‘ S oa 
: ; = Ce St ae 8 eer ar il ee 
ee ee ; ‘er = ae +7 
or » ee og Opa — » om 
eae Mees ‘ty i a 4 - Se =z U Ea oy. . 
ite “— fa Se is ne é Py . ; & Su : ind : P E. se ; 
es Lie he i 4 oT a ——— 
ae he, ; i : eee 1 
2 & 4 Magee ieee *, Bg * ‘ x ne . y 4 
er crs) i ns ange ee ip ‘ Py p “Wes a 4 yee a ee ‘i 7 
Jae a Be te ee os aS ~ 4) pee 3 + *. Bs cs. 
2 ee ee ae wre » i . ea ¢ 
ae ay : ei a ae aa * me Fah aaa wants Ci . Be * &; a 
eae oe es, Re es Nee A bee a. wae age 
oe, See aa Ee aie ere | a ; ‘ wet i a nere 
Be ie R a. Pen ry “ ne Sit MI Ao ; “@ et See 
eae Bie ne hie a ; ; Be ee 
ae - eae < = “3 ay ane vee 7 ¥ et de ees igo 
Bocg ie ee ee See Te ‘ Prrace. 
ac , Be ae ih Ps an, Pi Shee 
: ; i a \ i ae ae TRA coe tok ae 
Sages be! tao eee > | EL, - i oie =. 
oa ——~¥ eet. aie ~ - Uv : TE ee 
ae : 7 pee | eee 3 - : . Pies 
¢ ; « mean # hs ~ — ae : a 
Soe : % ; se be Pali 
i" , ; ; ; . : 
gee Si q P 3 3 . : ee 
‘oe 4 &£ m4 os ‘ Mes 
i Fi ; i= 4 re es ae ' : 
se zz ze 4 Sd mt 
er “en “is oe - . i. ae ¥ set 3A 
| bei - i =. ¥ ; =<) aie he fe. | 
oe ae, - Page 54 e ° Se i, res < Paice 22 @ 
oe" a i Fs aie a wt a es a . sii fo Eat, © 
ery “ ¥ ag . Be a 5 ee nee Ba eee Fae 
a ; p roy . = ae i ee OM 
> a 4 AEE he ae | at ey 
Re ods re PG a ame — ; eh - < ae sn cape 
ait ig . ~ ae al pel a . . : ae — — 
a - ie BUEL > he. > a es or 
oe ee % ¢ “ ? 4 re Roti 2h 
ce : 4) —— se he 
J 4 ao ih v, a bert, Bi 
: t ae 
k ais » i / ay: gpillali @ 
< ‘J ee 
. 
ms x 
a 
_. - - 
x“ = ee 
we ae | 
i: aS 
ae ay 
é ay 
— | 
am. eS | 
ee 
Ls eg as 
5 ; e Po 
a. A 
— a 
Ch ie he z 
2 hole 2 Se yt. Phere ie ee - 4 am é ak 
ie — ¥ fe eR ee) eS 4 eg . ies Ses ne * ed ‘yee ‘ - rags ee ‘ a. Fh ng ‘ ae : m 4 x a s hi ei i: he * a, . ne :) a + prs aie 
8 Be ea I Hc ns ER Ne a a Re ae. 2 tr Bilt oh Misra OF : bs ! sage Ne ae Bi se a adeg ee oe ge ; Rigo ee 
¢ hot eee oe ae eae ees AR a Cee ees eee ee Se RE EA ero ‘ cae = : Be eae | en er se eek ee eS i en ee 
: ee r Be eects | pany sea Siw Nel agar cs ea ane ca ee al ot ae a ape z oe gE Tea re. cy Yi gee PO ae 3c, aid fc. Sa ee 
yer ete re eal ‘ ‘ tats oe a es Sere eee Fo aN ot See peer Segre ENE eae ‘ : " bate ae : ae oor maa woes ; 
Meh epee ee ae Sk a a ee Te FS reo a i a ch * meas ee bey at ae se ee - heli Gli dhe on aMOP ER alae’ El pee ME me is Pie ee tite Me i ff to oe ay Pe ise in i a 5: eee Sees 


The Saturday Evening 


Man and wife read ad for 1958 


Starter. automobile in The Saturday Eve- 


ning Post. (Millions of motorists, every year, make 
the Post their new-car ‘‘showroom”’!) 


At dealer's, whole family falls in love 


Fan bel * with car. ‘‘Some style!’ ‘Great engi- 


neering!’ “‘Room for Rover, too!” (Post-Influ- pas 
entials read, believe and buy!) 


Accelerator. 


Family tells world about new car. Tells neighbors, sewing 
club, bowling team, school chums. (Politz proved that 
Post readers recommend or talk about things they read.) 


1. i ‘ “s 

ae \ q 
D * ’ e t Suddenly, everyone seems to be driving that same make of car! (Post influence moves sideways, friend to friend, on every income level. 
rivers seat. Banker tells banker. Teller telis teller. Messenger tells messenger. Result: Post advertisers are in the driver's seat . . . sitting pretty!) 
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Greene Hits 


Ad Apathy of 
Equipment Field 


Cuicaco, Jan. 29—Top manage- 
ment people in the construction 
equipment field are “shamefully 
apathetic about advertising and 
unappreciative of the role adver- 
tising now plays in the construc- 
tion equipment business,” a Cana- 
dian construction equipment 
distributor charged today. 

At an informal ad session at the 
39th annual meeting of the As- 
sociated Equipment Distributors, 
the construction equipment indus- 
try trade group, M. S. Greene of 
Construction Equipment Co., Mont- 
real, said top management disin- 
terest in advertising is the indus- 
try’s biggest single stumbling 
block to effective advertising pro- 
grams. 

Mr. Greene, who is chairman of 
AED's 1958 advertising committee, 
said the committee would “use 
every way and means possible— 
or develop new means, if necessary 
—to impress upon management, in 
both manufacturing and distribut- 
ing, the importance of their adver- 
tising programs and the job ad- 
vertising is doing.” 

Bearing out Mr. Greene's charge 
of management apathy, a show of 
hands revealed that only two of 
the 100 people at the ad meeting 
were elsewhere in management 
than advertising. 


s Effective advertising in the con- 
struction equipment field is more 
important now than ever before, 
G. D. Crain Jr., publisher of 
ADVERTISING AGE, told the meeting. 

Mr. Crain said the increase in 
number of equipment manufac- 
turers is going to pose an equip- 
ment-line selection problem to the 
distributors, and that they are 
bound to be influenced by the 
types of advertising the various 
manufacturers do to support their 
products. 

Mr. Crain said the industry 
needed “better than the ordinary” 
advertising and that cooperation 
between manufacturers and dis- 
tributors is the key. He cited three 
areas where cooperation could be 
improved: 


1957-1956 Sales of Leading Brewers 
Compiled by National Beer Wholesalers Assn. 
(Figures in parentheses indicate number of breweri s operated) 

1957 Sales 1956 Soles 

in Barrels in Barrels 

1. Anheuser-Busch Inc. (3) 6,115,762 5,865,583 

2. Jos. Schlitz Brewing Co. (3) . 6,023,608 5,940,835 

3. Falstaff Brewing Corp. (7) 4,300,000 3,870,000 

4. P. Ballantine & Sons 3,981,728 3,966,513 

5. Theo. Hamm Brewing Co. (2) 3,376,413 3,324,849 

6. Carling Brewing Co. (4) 3,150,988 2,996,828 

7. Liebmann Breweries Inc. (3) 2,966,315 3,000,000 

8. Pabst Brewing Co. (4) 2,900,000 3,400,000 

9. F. & M. Schoefer Brewing Co 2,850,000 2,720,000 

10. Stroh Brewery Co. ... 2,583,515 2,708,750 
11. Miller Brewing Co. ... 2,322,060 2,245,612 
12. Lucky Lager Brewing Co. (3) . 1,966,898 1,960,114 
13. C. Schmidt & Sons ........ 1,950,000 1,850,436 
14. Jacob Ruppert 1,540,000 1,539,289 
15. Piel Bros. .... 1,435,000 1,350,000 


15 Top Brewers Up ‘57 Sales by 723,478 Barrels 


(Continued from Page 1) Co., which sold 2,900,000 bbls. to 
300,000 bbls., took over third place finish in eighth position. 
from P. Ballantine & Sons, which All of the brewers, with the ex- 
sold 3,981,728. Carling Brewing Co., ceptions of Pabst, Liebmann 
with 3,150,988 bbls., jumped from Breweries Inc. and Stroh Brewery 
eighth place in 1956 to sixth place Co., showed sales 
last year, replacing Pabst Brewing year over 1956. = 


increases last 


‘Reader's Digest’ Finds It's on Right Cent 
as 3,000,000 Return Pennies, Subscriptions 


PLEASANTVILLE, N. Y., Jan. 30—!agreement for supermarket sales 
Reader's Digest has announced a The Digest will supply the racks, 
record printing for the March) while TV Guide will handle cen- 
issue, “indicating a successful tral billings 
early response” to its most recent “It is very successful,” the 
“two-penny” circulation promo-|spokesman said. “Supermarkets 
tion campaign. |have accepted it enthusiastically 

The record printing, 13,724,897|We have more acceptances than 
copies, is 300,000 greater than the! we can take care of.” 

February total and almost 700,000 

more than January's total. It will|# The Reader's Digest Assn. last 
represent the fifth record printing| year placed an order for 108,750,- 
in a 12-month period for the;000 pennies which was filled by 
Digest. The others were in 1957—/the U. S. mint in Denver (AA, 
April and October. | April 22, °57). The pennies were 

In another development, the|used for four promotions, two for 
Digest and TV Guide, Philadel- | Reader’s Digest and two for 
phia, have come to a working! Reader’s Digest Condensed Books. 

Although exact figures are not 
available, it was learned that the 
latest mailing, directed at urban 
families, had brought “well over” 
3,000,000 pennies back. Two shiny 
| pennies were enclosed in each sales 
letter; the recipient was asked to 
return one with a subscription and 
keep the other. 


Maginnis Warns 
Congress May Raise 
All Postal Rates 


New York, Jan. 29—Harry J. 
Maginnis, executive manager of 
Associated Third Class Mail Users, 


\said last night that action might} BOYS CLUB PROFITS 


e Factory ad managers, he 
should spend more 
field learning the problems and 
needs of the distributor. They 
should use such trips to get more 
equipment-use stories and photos 
“to put more life and action into 
their advertising.” 


said, 
time in the 


e Distributors, in addition to their 
trade publication advertising,| 
should make better use of direct 
mail by improving their mailing 
lists. The manufacturer can help 
the distributor immensely in this, 
he said. 


e Manufacturers and distributors 
should both develop better mer- 
chandising, better showroom dis- 
plays, better followups on national 
advertising, Mr. Crain said. 


s In response to several comments 
from people present who weren't 
trained in advertising, but who 
had ad responsibilities and wanted 
to gain basic ad knowledge, George 
S. Cohan of Hoffman & York, a 
Milwaukee agency, suggested they | 
seek and follow the advice of the 
ad media they use. He said they | 
could easily get good advice from | 
newspapers, direct mail houses | 
and Yellow Pages sales people. 
Mr. Cohan also said that manu- 
facturers could help these people 
by putting out simple advertising 
guide booklets which would, 
among other things, define the 
areas of advertising responsibility 


between the manufacturer and the | attack on advertising is harmful to| “Outdoor Family Fun,” and “Color | April 29. This photo was made by les ee 


distributor. # 


|spoke before a group of leading 


come next week in Senate commit-|IN PENNY PROMOTION 

tee on a bill to boost all classes of PLEASANTVILLE, N. Y., Jan. 30— 
postal rates. Mr. Maginnis said the] The Boys Club at Mount Kisco, 
bill as constituted poses" a graveiNn. Y., is paying off the mortgage 
threat to the “well being” of third} on jts club house faster than it 
class mail users. Mr. Maginnis} thought possible, thanks to the 
Reader’s Digest “two-penny” pro- 
department store buying officers. motion. 

The session was sponsored by the| Letters with pennies inside went 
Advertising Distributors of Amer-| to wrong addresses in some in- 
sca. stances and were returned by the 
_ Mr. Maginnis said the current| post Office. Usually such mail is 
figure of $65 1,000,000 given for the | destroyed, but it is against the law 
US. postal deficit is not a true!to take such action where U. S. 
figure, because some $400,000,000 | currency is involved. 
should be written off as public wel-| so Digest officials ar 
iare items. He said third class mail | the 
last year brought the Post Office 
Department $281,500,000 on a vol- 
ume of 15.7 billion pieces. 

He said the bill favored by Post- 
master General Arthur Summer- 
field had been favorably reported Lane Names Cole to Handle 
out of the House post office com- |Ad Drive for Book Division 
mittee and predicted that current} Lane Publishing Co., Menlo 
hearings in the Senate committee| Park, Cal., publisher of Sunset 
would conclude soon. “A vote may|Magazine and Sunset Books. has 
come next week,” he said. appointed the L. C. Cole Co., San} 

|Francisco, to direct and plan fu-| 
# Mr. Maginnis urged the mem-|ture advertising for the book divi-| 
bers of his audience, as newspaper |sion. L. W. Lane Jr. said plans 
advertisers, to “get the message” |call for “aggressive advertising” 
to editors who attack third class|to stimulate sale of some 75 travel, | 
mail as “trash.” He said they | gardening, cooking and do it your- 
should enlighten such editors by|self books through supermarkets, 
pointing out that direct mail is a} book stores, hardware, nursery and 
prosperous industry and “an im-jother retail outlets. Included wil] 


turning 
letters over to the Boys Club 
with the agreement that they may 
| keep half the pennies, now totaling 
jover 3,000,000 before the split. = 


portant segment of the U.S. econ-|be introductory advertising for four | Broadcasters. The award will be| UP Boosts Mehlman 


omy.” new titles, “British Columbia,” 
Mr. Maginnis also said that “any|“Western Campsite Directory.” 


all advertising.” = ‘in Your Garden.” 


z le > 
these three is expected to estab- | came 


|the dedication of KWTV, 


Advertising Age, February 3 


mission. 
t Indicative of the delicacy |; 
House Group to. sss, ooo, 


ment last weekend that R 
Oren Harris (D., Ark.), chairm 
of the House committee on int, 
state and foreign commerce 

selling the interest he had a 
quired in a tv station in his dj 


Probe ‘Conduct’ 
ofFCC Members &:: 


(Continued from Page 1) His ventures in tv, along 
off the file of material accumula- those of nearly two score ot! 
ted in recent months by staff in-|conmgressmen, including Se: 
vestigators, who made on-the-spot | Majority Leader Lyndon John 
studies in Miami, Boston and other | (D., Tex.), and Sen. Warren M 
cities where controversial tv nuson (D., Wash.), have come 
grants have been made. focus as a result of the cur: 

discussion of “pressure” on 
s The gravity of the forthcoming commission. Rep. Harris said 
hearing was emphasized this after-, weekend that ownership of s: 
noon when Rep. Morgan Moulder |tion interests has become em| 
(D.,Mo.), chairman of the investi-|rassing in view of his status 
gating group, revealed that speci- chairman of the committee - 
fications charging “personal and sponsible for supervising the . - 
official misconduct” have been tivities of the commission. 
served on FCC Chairman John C. Reports that the staff turned 
Doerfer and four of his six col- up explosive information on the 
leagues. Rep. Moulder said Comp- maneuvering behind some _ ty 
troller General Joseph Campbell grants have circulated for many 
has advised his committee that the weeks, but only a hint of such 
allegations, if true, represent acts factual data, if any, was contained 
which “are improper and in viola- in the 28-page staff report which, 
tion of law.” while still allegedly secret, was 

Three of the commissioners leaked to the press last week. 

cited by the committee—Chairman 
Doerfer and Commissioners Rob- ® The report stressed the overly 
ert E. Lee and Richard Mack—are friendly relationship of commis- 
Eisenhower appointees. Two—j|sioners with members of the ty 
Commissioners Rosel Hyde andj|industry, but did not recite spe- 
Robert Bartley—are Truman ap-/cific instances. It also accused 
pointees. Chairman Moulder said commission members of accept- 
there are no allegations at this ing honorariums and_ expenses 
time against FCC’s two newest from the industry, of using color 
members, Commissioners T. A. M.|tv sets loaned by a manufacturer, 
Craven and Frederick Ford, both|/of using government phones to 
Eisenhower appointees. \transact private business, and, in 

jone instance, of collecting ex- 
® He said personal financial re-| pense funds from the government 
cords of the five commissioners} While accepting a substantial ex- 
will be examined and all five will | pense reimbursement from a 
be asked to testify under oath. In broadcaster. 
addition to these five, the commit- The report leaked after the 
tee also will hear three former|Committee had voted to sidetrack 
FCC members—former Chairman|the study of irregularities for a 
George McConnaughey and Com-/general investigation of the 
missioners Frieda Hennock and structure and functioning of the 
Edward Webster. Questioning of|commission. After the report be- 
available—first to Drew 
lish whether they retained color Pearson, then to the New York 
tv sets loaned to them by RCA| Times, and finally to the United 
while serving on the commission. Press—the committee held a four 

and one-half hour meeting and 
® In addition to commissioners | 484!n decided to refuse to make 
and former commissioners, Rep.|th® study public officially. 
Moulder identified four industry 


| members who have been asked to|® The firm decision to go into the 


members of the 
after a two- 
vesterday 


appear. These include Harold Fel- | conduct of the 
lows, president of the National|commission came 
Assn. of Broadcasters; Robert K./hour closed session 
Richards, former assistant to Mr.|afternoon. Earlier the committee 
Fellows; Frank Russell, Washing- had heard FCC Chairman John 
ton representative of NBC; and Doerfer publicly give a gene ral 
Frank Fletcher, attorney, KWTV,/ description of FCC’s operations 
Oklahoma City. NAB witnesses) The atmosphere of the commit- 
presumably will be asked about| tee room was electric, as the FCC 
expense payments to FCC mem-/|chairman, the committee staff 
bers, while Mr. Fletcher may be | and members of the committee 
asked about expenses paid to|Proceeded through two hours 0! 
Chairman Doerfer for attending|Superficial questioning without 
and Mr. referring to the conduct issues 
Russell may be asked about the Which so clearly were foremost 
loan of color tv sets to the com-|in the minds of the large deiega- 
tion of reporters and industry lob- 
byists who were on hand tv 0b- 
serve the hearing. 

Rep. Harris, who reported the 
decision to go to the root the 
FCC conduct issue in a three-day 


hearing starting Monday aid 
questioning would cover (! exr- 
parte relationships” wit! iti- 
gants, (2) individual tion 


awards by FCC, (3) the F° and 
anti-trust policies, (4) th: FCC 
land “patent misuse” and the 
FCC and press wireless. 

Rep. John Bell Willia: D.. 
Miss.), another committee ‘“em- 
ber, gave a further insight the 
jtorrid backstage discuss by 
FRANK STANTON, president of Colum-|TePorting that committee — 
bia Broadcasting System, has been| O*s, believe a document i; miss 
selected to receive the 1958 Key-|"* from FCC files. = 


note award of the National Assn. of 


. 

made at the annual convention of | Roy Mehiman, comme! oo 
. . . i f iv 3i Cc . 

the association in Los Angeles tography division accoun York 

has been named sales ma’ et 


} shooting a tv screen. the division 
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OUTDOOR 


Standardized 24 and 30-Sheet Posters—and Painted Bulletins 


ADVERTISING 


Again in 1957—business and its 
customers clearly demonstrated their 
confidence in Outdoor Advertising: 


* MORE NATIONAL MANUFACTURERS 


USED OUTDOOR’ 


* MORE ADVERTISING AGENCIES BOUGHT 


OUTDOOR! 


- OUTDOOR ADVERTISING DOLLAR 
VOLUME REACHED AN ALL-TIME HIGH! 


* NATIONAL SURVEY REPORTS THAT 


THE OVERWHELMING MAJORITY OF 
CONSUMERS FIND OUTDOOR 
INFORMATIVE AND STIMULATING. 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT 


HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*National Urban Study by Daniel Starch & Staff 
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Help yourself! 


—_— no place like a buffet table of deli- 
cious sandwich meats to tempt appetites. Ask 
any gourmet. 


And there’s no place like the Tribune for sell- 
ing all kinds of sandwich meats to Chicagoans. 
Ask Scott Petersen. Here’s the whole spicy 
story. 


Scott Petersen, Chicago sausage processor, is 
an exclusive Tribune advertiser. And used 
color pages to whet appetites for its 150 dif- 
ferent kinds of sandwich meats and _ special 
delicacies. Results? So many mouths watered 
and tables groaned that Scott Petersen had to 
build a new smoke house and double its pro- 
duction just to keep up with demand. 


The Tribune writes the same kind of happy 
ending for advertising stories over and over 
again: 6000 new accounts and a $10 million 
increase in savings funds for St. Paul Savings 
& Loan as a result of the Association’s four- 
page advertising section with the front page 
in color. Metropolitan Chicago take-home 
sales doubled for Pepsi-Cola! 


How come? 


Because the Tribune kindles excitement in 
Chicago. Some people make a big fuss over it. 
Others fuss and fume about it. But few people 
fail to read it. In Chicago and suburbs, the 
Tribune reaches more families than the top 7 
national weekly magazines combined. More 
than 6 times as many Chicagoans turn its 
pages as turn on the average evening TV show. 


That’s probably one reason why in 1957 ad- 
vertisers placed over 51,000,000 lines of adver- 
tising in the Tribune—more than they placed 
in any two other Chicago newspapers combined. 
Why not help yourself to the Chicago market 
by advertising in the Tribune? 


THE TRIBUNE CAN 
DO ALMOST ANYTHING 
IN CHICAGO 
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The Editorial Viewpoint .. . 


FTC and Advertising Media 


There are indications that the intrepid Federal Trade Commission, 
not at all concerned about entering those areas where neither angel 
nor devil would fear to tread, is planning to devote more attention to 
advertising media. 


The wondrous world of media promotion and research in particular 
seems to fascinate the FTC. It may soon become common for this 
dauntless federal agency to determine whether, in sober truth, Maga- 
zine A’s audience actually consists of readers who are, on the average, 
76.3% wealthier than those of Magazine B; or to decide, with judicious 
impartiality, whether Television Station C’s interpretation of the lat- 
est Trend-American ratings mirrors high-level research or ultra high 
frequency nonsense. 

But we speak only half in jest. Federal policing of media promotion 
will probably be good in restraining those who might occasionally be 
tempted to draw the long bow too taut; and there is no reason why 
media promotion should not be subject to the same restraints against 
unfair competition that apply in other areas. 

Of much greater moment to media, and to advertisers, however, is 
the apparent insistence of Rep. Emanuel Celler of New York that 
services—including advertising services and definitely including ad- 
vertising media—be made subject to the anti-discrimination phases 
of the Robinson-Patman Act, which the FTC administers. 

The point here is that pricing and volume discounts are subject to 
review, the general legal thesis being that volume discounts violate 
the law against discrimination if they are wilfully or arbitrarily de- 
termined. In general, they are suspect under the Robinson-Patman 
Act unless they can be justified on the grounds of their relationship 
to the cost of doing business—a 20% discount for purchase of 100 
units, for example, must be justified on the basis of a 20% or so sav- 
ing in sales or handling or production costs. 

Until the present, volume and frequency discounts of advertising 
media—along with all other costs of services—have been considered 
beyond the purview of the FTC. But Rep. Celler wants this changed. 

There is no doubt that most advertising media can prove a factual 
relationship between volume and frequency discounts and the cost of 
doing business; but there is also no doubt that practically all such 
discount structures were established in an effort to provide incentives 
for greater use of volume and frequency, with only minor attention to 
cost factors. Thus, if Mr. Celler has his way, some rate structures may 
change. And all of them will require investigation and analysis—pre- 
sumably at considerable cost. 


Some Good Common Sense 


In its Jan. 8 advertising bulletin, the American Newspaper Publish- 
ers Assn. had something to say which we heartily endorse. 

“An answer should be found,” it said, “to the influence and power 
of lawyers organizing themselves into a private group like the Amer- 
ican Bar Assn., whose canons are adopted by bureaus of the federal 
government and courts which belong to the public. 

“Canon 27 of the American Bar Assn. has already been made a reg- 
ulation having the force of law by several government departments, 
and now the U. S. Patent Office is proposing to forbid advertising by 
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| Rough Proofs ] 


“Chicago agency,” says a c] 
fied ad, “needs a guy who wo) } 
rather make money than mani: 
late martinis.” 

He will have to do his drink 
on his own time. 


Going on relief is not always 
indication of poverty. It may m: 
only that a tv advertiser has 
nounced his willingness to m 
over and let somebody else s} 
the show and the tab. 


“15% is wonderful,” says Mr. §)- 
lis, “but I’m getting awfully tired 
of having to argue about it.” 

The only ones who won't give 
him an argument are the people 
who pay the 15%. 


Bernice Fitz-Gibbon waxes lyri- 


“He said he wouldn’t need the publicity department. His wife’s 
nephew runs a Linotype on the morning paper.” 


attorneys appearing before it, giving as a reason that it is a violation 
of the canons of ethics of the American Bar Assn. 

“Should a private group decide what is moral or what is ethical and 
then have the power of the federal government used to enforce those 
rules or canons? They can be changed at will by the bar association 
itself and the public has no voice... 

“Likewise, doctors have set up a code which is adhered to by most 
practitioners of that profession... 

“Those who believe the only way they can attain professional stat- 
ure is through force of law seek to impose their will upon others by 
laws enacted by the states. 

“This distaste for advertising is not altruistic. That can be witnessed 
by the fact that no one of these groups refuses publicity if it is free. 
It is paid advertising which seems repugnant to them. 

“Any law prohibiting any person from conveying a message to the 
public either through news or paid advertising columns abridges the 
right of those individuals to disseminate truthful information about 
themselves, or availability of goods, wares or services. 


“Advertising is not on the defensive and needs no apology. It is a 
clean and honest force, like newspapers, which has made this country 
the great world economic leader. The efforts of the uninformed and 
the prejudiced to hamper and hinder this economic force in our 
growth are at least short-sighted and can become disastrous.” 


a s . 


What They're Saying... 


Radio as It Was ,and scores of ways he may die 
The first big advertising deal for | Suddenly. If he takes them at all 
|the company was in Chicago with | Seriously, he soon becomes a nerv- 
| the Eddie and Fannie Cavenaugh | US wreck, At best, he finds him- 
show on Radio Station WIBO. So| Self a frequent visitor to his doctor 
little used was radio that Eddie and | just to be reassured that he does 
Fannie went on the air at a 10¢-a-| NOt have cancer, coronary throm- 
case payment plan. At the end of| bosis, leukemia or what have you. 
six weeks the company gave Eddie —From an editorial in the Press, 
- ? Bristol, Conn. 
and Fannie a contract on a firm 
ou ect a results were so| Now Hear This! 
p enomenal. ruly, it had been an The use of the word Kleenex 
advertising success. lalone is not permissible i 
—Release from [Illinois Meat Co . . P — wlaredbe story 
its 50th anni. | °F editorial unless it has been pre- 


which is celebrating 
versary. —s referred to as Kleenex Tis- 
sues. Kleenex may be used alone 
(Dull Planners if it is followed by a qualifying 
Many industrial advertisers miss | statement such as Kleenex, Amer- 
an important bet by not using be-|ica’s favorite tissue. It is imperative 
lievable and interesting photos. It|that this rule be adhered to in order 
is possible to get a dramatic photo] to protect the trademark rights on 
of practically any subject. There! the name Kleenex. 
are no dull subjects—only dull peo- —From a fact sheet given to the press 
ple planning the pictures | at the Merchandising Executives Assn. 
—John H. Baxter, vp and creative di- New York chapter lunch Jan. 17. 


rector, Earle Ludgin & Co speaking 
Watch the Supers 


at a meeting of the Chicago chapter, 
National Industrial Advertisers Assn. 
Leading supermarket operators 
are testing new fields. Keep an eye 


Daily Dose 


. . » Because of television, radio,| their activities in: selling insur- 
magazines and (alas!) our own|@nce; discount plans for appliances, 


medium, he is exposed to a daily | furniture, etc.; catalog sales; out- 
dose of health warnings, He’s/40or selling via vending machines. 


—‘‘Nargus Reports to Retailers,” in 
NARGUS Bulletin. 


warned about a hundred diseases 


cal in describing the effects of beer 
|drinking, which produces “golden 
aphorisms, felicitous phrases and 
bons mots.” 

In Milwaukee they wrap it all up 
and call it Gemutlichkeit. 


“Public has a right to ads as well 
as news, ANPA says.” 

That’s right—a woman would 
miss the political stories from 
Washington a lot less than the 
pages announcing the January 
| sales. 

+ 


Trading stamps are not a form 
of security and don’t come under 
the jurisdiction of the SEC, that 
august body has ruled. 

But as far as the busy shopper 
is concerned, a filled stamp book 
rates as legal tender. 


AA quoted approvingly a state- 
ment made by Bryan Houston ten 
years ago, when he was a Pepsi- 
Cola vice-president. 

It’s an unusual situation when an 
adman’s or politician’s verbal coin- 
|age still rings true after a decade 
in these changing times. 


“Millions of Americans,” re- 
marks Cosmo, “are discovering for 
the first time the problems of be- 
ing happy in spite of financial suc- 
cess.” 

A lot of people can’t stand pros- 
perity, but everybody is willing to 
give it a try. 


| 


Florida, reports W. H. Long, '19s 
the largest advertising budg: 
any state. 

And this doesn’t count the 
plugs given it by that old M 
Beachcomber, Arthur Godfre) 


os 


Lane Palmer urges farme! 
advertise and promote agricu i 
products in order to build m: ts 
and increase consumption. 

Farm relief, like charity, 
very well begin at home. 


. 

Competition isn’t all fro: he 
outside. With the increasi! e- 
mand for small cars, Ford’s sh 
products now selling in th: S 
seem prepared to give the d: 1c 
offerings quite a run for t! n- 
sumer’s money. 

Co! “UB. 
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IN DELAWARE VALLEY, U.S.A. 


NEW YORK 


ROBERT T. DEVLIN, JR. 


342 Madison Ave. 
Murray Hill 2-5838 


ip rah ic h 


CHICAGO 


EDWARD J. LYNCH 
20 N. Wacker Drive 


Andover 3-6270 


aa oe. 


Who drives what ? 


EVERYBODY’S GOING PLACES in Delaware Valley, U.S.A.... 
1,034,000 families own cars. And among these, 149,000 own 
more than one! What are they driving? Just about everything. It’s 
significant that 583,000 of these cars were bought new... and 
408,000 are less than 3 years old. 


These and many other facts about people, incomes, and buying 
habits are covered in “The Families of the Delaware Valley’—a 
108-page study made for The Inquirer by Alderson & Sessions. 


In addition to vital sales facts, you'll see how The Daily Inquirer 
reaches the richest part of this market. On cars, for instance: 
Although 7O% of the families own cars, an even greater number 
of Inquirer families own cars. Like the full story? Write or phone 
for your copy of this survey, today. 


The Philadelphia Mnguiver 


Now in its 25th consecutive year of total advertising leadership 


DETROIT 


RICHARD |. KRUG 
Penobscot Bidg 
Woodward 5-7260 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 


3460 Wilshire Boulevard 
Dunkirk 5-3557 


FITZPATRICK ASSOCIATES 
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Nash Joins Levinger 

Howard Nash, formerly an ac- 
count executive of KROW, Oak- 
land, has joined Levinger Adver- 
tising Agency, Santa Rosa, in an 
account service capacity. At the 


same time, Levinger was appointed | Eisfeld Joins Tally Embry 

to handle advertising for two new E. M. Eisfeld, who has headed 
accounts: Talpco Inc., Healdsburg, his own agency, E. M. Eisfeld Ad- 
manufacturer of air controls, and vertising, Miami, since 1950, has 
Shelter Cove, Eureka, packer of joined the staff of Tally Embry 
canned seafood products. \Inc., Miami, effective Feb. 3. Mr. 


-Eisfeld will handle the accounts of 


E. B. Malone Co., mattress manu- 
facturer; Aerodex Inc., aircraft 
overhauler, and Castle in the 
Clouds, a Chattanooga, Tenn., re- 
sort hotel. 


SAN DIEGO: BILLION-DOLLAR MARKET 


San Diego is a vital market — alive, alert, attuned to today. 


The aircraft industry — one of many dynamic elements in the San Diego economy — contributes 
an annual payroll of more than $275,000,000. Backlog of orders is in excess of $2 billion. 


And the people in the San Diego Metropolitan County Market are quick to respond . . . eager and 


able to buy and try the new. Sell San Diego — at lowest cost per sale — through The San Diego 
Union and Evening Tribune. 83% saturation coverage. 


Che San Diego Union-FVENING TRIBUNE 


A \4 
“The Ring Cy of Truth” 


COPLEY 


15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — and Greater 
Los Angeles . . . Served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY 


BY WEST-HOLLIDAY Co., 


INC. 


Advertising Age, February 3. 958 


Ad, Business Paper 
Groups Offer to Aic 
“Brad-Vern’s Repori;’ 


NEw YorK, Jan. 28—Represe: 
tives of five advertising and ,; 
lishing associations held a me: 
here this month to explore wa, 
assuring the continuation of “‘R; 
Vern’s Reports,” annual busi: 
paper advertising index, after |\ 

V. H. Van Diver Sr., founde: «; 
the service, will continue to pub’. .) 
the reports through 1960, at wh.) 
time, he has said, he plans to ret); 

Associated Business Publicatic)<. 
which sponsored the Jan. 17 closed 
meeting, has discussed plans for 
continuing the reports with Mr 
Van Diver since early last summer 
(AA, Aug. 26). 

Representatives of American 
Assn. of Advertising Agencies, As- 
sociated Business Publications, 
Assn. of National Advertisers, Na- 
tional Business Publications and 
National Industrial Advertisers 
Assn. who attended the meeting 
reached several points of agree- 
ment, William K. Beard, ABP pres- 
ident, said in a statement released 
last week. 


® All three buyer groups, Mr. 
Beard said, offered Mr. Van Diver 
“the advice and counsel of their 
respective business paper commit- 
tees in an effort to improve the re- 
ports.” 

“It was also agreed,” Mr. Beard 
said, “that the business press 
should continue to report as much 
of this information as it is feasible 
to collect, so that figures on the use 
of the medium would be available 
for comparison with like figures 
reported for other media.” = 


Kroger Names Hogan A.M. 
of Nashville Division 

Kroger Co., Cincinnati, has ap- 
pointed James M. Hogan to the 
new position of 
advertising 


° 


‘/and sales promo- 


tion manager of 
its Nashville di- 
vision, which op- 
erates 41 Kroger 
retail stores in 
the area. 

He has been a 
member of the 
media-s pecial 
promotion staff in 


A 


James M. Hogan 


'|Kroger’s Cincin- 


nati general office since 1955. 


Fleer to Introduce 
New Dubble Bubble Flavor 

Frank H. Fleer Corp., Philadel- 
phia, will launch a tv spot cam- 
paign in major markets this March 
to introduce Tasty Fruit, a new 
flavor of its Dubble Bubble gum. 
Until now, Dubble Bubble has come 
only in Sweet Spice flavor. 

For the first time, Fleer’s adver- 
tising will stress flavor rather than 
the bubble quality of the gum. The 
tv spots will also feature a contest 
for children. Trade ads are being 
used. S. E. Zubrow Co., Philadel- 
phia, is the agency. 


Maine Touts ‘Blue Chip Service’ 
Maine is publicizing its services 
to industry through 1,344-lin« 
in six Maine dailies using 
theme “Blue chip service for |) ve 
chip business,” tying in wit! é 
State’s 1958 promotion th ime 
“Maine—industry’s blue Dp 
state.” Ads are being placed ct 
and will appear from late Ja! y 
through February. 


Olsow Joins ‘HiFi & Music’ 
| Herbert J. Olsow, former) “" 
|independent publishers’ repr °"- 
| tative, has been appointed rer 
|tising manager of the ne 


Davis magazine, HiFi & ° **¢ 
Review, New York. The ' ly 
|magazine has a circulation : ne 
tee of 100,000. Advertising r ire 


$875 for a b&w page and $! for 
a two-color page. 
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WHILE FRANK CResseEy’s Hospy is sculpture, his full-time job is in 
DuPont's giant new commercial explosives plant, in North Bay, 
Ontario, where industry is booming as never before. 


Look at the facts: 

e The new $7,000,000 DuPont plant, the most modern of its kind in 
North America, is now in full operation producing explosives for 
Canada’s great mining industry. 


e A giant new Canadian Johns Manville plant is now in full swing, 
using natural resources from the area to produce insulating board 
and wall panelling for a Canada-wide market. This new plant 
represents a major portion of a $65,000,000 Canadian Johns 
Manville expansion program in this country. 


ae Mrs) IN CANADA YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM N EWSPAPERS 


a 


Meet a North Bay, Ontario 
EXPLOSIVES WORKER 


e A new 1400 bed $7,000,000 Ontario Hospital, employing a staff of 
600 has recently been opened at North Bay. 

These examples are just some of the good reasons why North Bay’s 

21,020 people can now boast a family income of $6,420.00 annually 

and the city’s retail sales figure stands at $35,215,000. 

To sell North Bay, you must use The DAILY NUGGET, the Daily 

Newspaper in North Bay. It gives over 100°, coverage of the house- 

holds in North Bay—over 85°,, coverage of the entire North Bay 

retail trading zone. 

FREE MARKET INFORMATION 

Ask your Southam representative for a free booklet featuring com- 

plete up-to-date market information on North Bay. 


OTTAWA Citizen HAMILTON Spectator 
MEDICINE HAT News CALGARY Herald 


NORTH BAY Nugget 
EDMONTON Journa/ 


WINNIPEG Tribune 
VANCOUVER Province* 


*Published for Pacific Press Lta 


TORONTO—The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager 
MONTREAL —The Southam Newspapers, 1070 Bleury St.. J. C. McCague, Manager 
GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London EC. 4, England 
UNITED STATES—Cresmer & Woodward Inc. (Can. Div.), New York, Detroit, Chicago, San Francisco. Los Angele 
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Don’t Mix the Ads with the Editorial Matte: 


Irate Readers Tell ‘Good House,’ Advertis« : 


—AND IT’S GUARANTEED x: vor, sun. 28 People tke advertising message,” at th. 


advertising—but they like it clearly | of each page. 


gt Armed Forces servicemen and dependents in Europe 
r 


The American «= ARMY TIMES PUBLISHING CO. 2020 ™ Si NW. Woshing 


vu. 
WEEKEND Los Angeles, Miami, New York, Philadelphio, San Francisco 


FOREIGN OFFICES: Fronkfurt, London, Poris, Rome, Tokyo 


earn and spend more than $300,000,000 every year. 
There is never interruption of this continua! income. 
| Reach this rich, responsive, recession-proo’ market 

— through the PX and Commissary system —wifhout 
export “red tape.”’ And sell military families through 
| the tremendous impact of The American WEEKEND, 
—— the family advertising medium that goes straight 
to the target in the entire European theater. 


Write for the new military market information book — 
“MASS SELLING AND SAMPLING TO MILLIONS” 


labeled so it can’t possibly be| Two of the pages told how to uy 
mistaken for editorial copy. That’s|and care for bras and girdles, \\¢ 
what Good Housekeeping and In-|other two recommended Iso .¢ 


ternational Latex Corp. have | antiseptic. 


learned the hard way. 


2 All went well until the Decem- | 
'ber issue when four pages of ad- 
|vertising by International Latex ’ 
were included in the section. The|® The reaction was so prompt and 
ads carefully simulated the editori- | So bitter that the magazine rushed 
al format of the section; the only|an apology—and a promise of 
“an|“mever again”—into the February 


variation was the notation, 


And now, just like the ca, 


For over a year, the magazine | charges of old, here come the e 
|has run an editorial section called | readers to the rescue—several | - 
“The Better Way.” Printed on yel-|dred of them, brandishing a 
‘low stock so it is easy to find, the| pens to protest advertising tha 
section is a “monthly service port- | Closely resembled editorial pa 
folio designed to keep readers in-| Some readers objected to any 4- 
formed on numerous matters fac- | vertising at all in “The Better 
tual and fascinating”—ranging| Way” section, but the main ve 
from how to clean the venetian|and cry was that the adverti. ing 
blinds to how to kiss a lady’s hand.|was not sufficiently identified as 


advertising, so that readers wore 
|misled into believing they were 
reading editorial pages. 


Its savers are 
an army of monitors 
who help keep 


food prices competitive 


There’s a difference between the behavior patterns of women 


who save trading stamps and of those who do not save them. This difference 


has been brought out in recent university and research institute studies. 


These studies show that the housewife who 
saves stamps tends to be a more careful shopper 
than the woman who does not save stamps. Her 
decision to shop at a store which gives trading 
stamps represents a greater alertness to bar- 
gains. And, she continues to check the wisdom 
of her choice by comparing prices, often down 
to fractions of pennies. 

A market which believes it can pay for stamps 
by hiding as little as a 2c increase in prices 
has to reckon with an army of comparison shop- 
pers who monitor prices daily. All it takes to 
have this policy backfire is detection by a few 
shoppers who studiously compare advertised 


prices not only in newspapers but on their shop- 
ping rounds. 

In her own way, the American housewife is 
as sensitive to values as a professional econo- 
mist. So, it is no coincidence that whenever 
trading stamps are attacked, her voice is among 
the strongest coming to their defense. And. it is 
also no coincidence that more than 30,000,000 
families, alert to the discomforts of inflation. 
collect trading stamps as a means of securing 
extra savings. od 


REFERENCE: “Competition and Trading Stamps in 
Retailing.” Dr. Eugene R. Beem, School of Business 
Administration, University of California. 


This message is one of a series presented for your information by 


THE SPERRY AND HUTCHINSON COMPANY, 114 Fifth Avenue, New York 11, New York. 


S&H pioneered 61 years ago in the movement to give trading stamps to consumers as a 


discount for paying cash. 


S&H GREEN STAMPS are currently being saved by millions of consumers. 


\issue: “The advertiser offered the 
jcopy in good faith—he thinking 
and we agreeing that advertising 
that simulated the better way in 
|style would be welcome by our 
| readers,” it explained. 

“Well, we learn, and nobody 
teaches us better than readers,” 
the editorial continued, pointing 
out that the magazine has now re- 
|fused two other advertisers, each 
proffering $50,000, for insertions in 
the section. And Herbert J. Mayes, 
editor, told ADVERTISING AGE that a 
third advertiser has been similarly 
| turned down. + 


| 
Heintz Names Three to New 
Management Board 
| Heintz & Co. has appointed a 
plans and management board to 
head its expanded San Francisco 
office. Named to the management 
group are John Dearborn, James 
Molica and Daryl Sherfey. Mr. 
Dearborn has 
been merchan- 
dising director 
and office man- 
ager for Heintz 
in San Francisco. 
Mr. Molica is an 
account group 
supervisor and 
chief account ex- 
ecutive for Regal 
Pale Brewing Co 
Daryl Sherfey Mr. Sherfey is in 
charge of new 
business development. 

Additions to the Heintz San 
Francisco staff include Mildred 
Wrenn, formerly media director of 
Botsford, Constantine & Gardner, 


John Dearborn James Mo' 


media director; Bill Haw 
|creative director; Harry M 
production manager; Ray Ba 
assistant merchandising di! r, 
and Patti Blanc, mercha: g 
staff member. 


Calvin 


oces 


it: 


| See page 90 
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To Placate TV's Proprieties, Coty | 
Had to Find, Relocate ‘Unclad’ Cutie 


idea, with a different model. The) 
audio is basically the same. 

In both cases, the young ladies 
in skin-tight black 
leotards, with lighting and setting 
designed to make it appear that 
had nothing on—that they 
the bath and 


eg Some Stations Slated 
- Commercial ‘After 11’; 
Adman Raised Question 


New York, Jan. 28—Remember | 
the old days in television, when the 
networks used to keep a special 
flower or piece of cloth on hand to 
serve as a cover-up for glamour 
girls who came to the studio with) 
ultra-low-cut gowns? 


last-minute patching had been 
done, because the fill-in just 
couldn't be expected to match ev- 
ery frock. 

But tv, ten years later, appears 

- to be a good deal more sophisti- 
cated—at least in terms of how 
much of the female form it is per- 
missible to show. 

Latest testimony to this fact is 
the nude-effect commercial being 
used by Coty to publicize its new 
L’Aimant Mist, a sweet-smelling 
product that is somewhere be- 
tween a toilet water and a cologne. 


es New Yorkers have been seeing 
these spots for nearly two months 
during station-break time on “To- 
night,” on WRCA-TV. A girl who 


nothing except a thin negligee, 
which she took off, stood behind a 
screen and sprayed herself liberal- 
ly with L’Aimant Mist, as an off- 
stage female voice intoned the au- 
dio sell for the product. 

Before going into the larger cit- 
ies, these commercials were tested 
in Columbus, O., and Memphis a 
few weeks before Christmas. The 
spot tv campaign then was 
launched in cities including Los 
Angeles, Chicago, Philadelphia and 
New York. Coty got no turndown 
from stations on copy acceptance, 


stations ordered agreed to schedule 
them only after 11 p.m. 


@ When ADVERTISING AGE called 
William F. Siegel, advertising di- 
rector of the cosmetics company, to 
find out the viewer reaction to this 
somewhat daring advertising ap- 
proach, it was learned that the be- 
| hind-the-screen commercial had 
been replaced by a_ behind-a- 
filmy-curtain version of the same 


EL PASO 


Largest Geographical 
Market in the Nation 


Covered exclusively by 
Two Separate Papers 


ONE LOW RATE-33c LINE 
... BUYS BOTH 


Che Lt Paso Times 
_ An Independent Newspaper 


El Paso Herald-Post 
A Scripps-Howard 


Evening 


OVER 96,000 DAILY 


were fresh from 


® Mr. Siegel said the original com- 
which was filmed hur- 
riedly in order to make the intro-,| 
ductory date for the new product, | 
brought a few letters of complaint. 

One came from the American 
Assn. of Advertising Agencies com- 
mittee on the improvement of ad- 
vertising content. Noting that one 
of its members had questioned the 
propriety of the Coty tv approach, | of the commercial. 
the committee asked to see a copy 


You could always tell that some | 


before 


NAUGHTY?—This young lady drew a few letters of complaint in the 
new tv spots for Coty’s L’Aimant Mist. 


Advertising Age, February } 


j}and the Four A’s letter w: 


| the agency. 


| Mr. Siegel’s feeling is that 


good taste.” 


| Batten, Barton, Durstine & © 


answered. Later it was refer 


® The second version of the 
|mercial, which Mr. Siegel 
ers much prettier and more a: 
| than the first, had not brough 
complaints, he said. Evident! 
NBC continuity acceptance 
'agree, because the before-1] 
| ban has been lifted for the new 


is nothing “vulgar or ugly” a 
showing the female form if 
presented with “such beaut) 


® An executive in the NBC 

tinuity acceptance department 
the second commercial was pa 
without time restrictions be 
| (1) the model is prettier and m 
|restrained in her movements 

she looks as though she has some- 
thing on and (3) it is quite proper 
to spray the entire body with co- 
at work on a revised film under logne. He said tv has used silhou- 
By this time Coty was already the direction of its new agency, | ettes before for such products as 


Me 
aid 
sed 


iuse 


ore 
(2) 


looked as though she was wearing) 


though the four star NBC-owned | 


WSPD-TV, Toledo, Ohio - WJW-TV, Cleveland, Ohio - WIBK-TV, Detroit, Mich. - 
WIW, Cleveland, Ohio - WIBK, Detroit, Mich. - WAGA, Atlanta, Ga. - 


SYLVANIA TELEVISION AWARD 


FOR OUTSTANDING LOCAL 
PUBLIC SERVICE SERIES 


“Awarded to wspp-TV, Toledo, Ohio, 
for ‘THE ONE INSIDE’—a courageous 
and dramatic 13-program film expose, 
which led to immediate reforms 
of conditions at the Toledo 
State Hospital for mentally ill.” 


Photographed and taped in the wards of the 
hospital by WSPD-TV and presented as a public 
service, viewers of the 17 counties surround- 
ing Toledo learned for the first time such de- 
pressing truths as ;— 


e 70 patients in one small room. 


e One tub to serve the entire dormitory (‘and 
your turn for a bath isn’t until next week”). 


e No fire exit. 
e Toilets hardly more than boxes. 
e No beds — merely blankets on the floor. 


With the first program letters started to pour 
in — 20,000 of them before the series had 
been completed. WSPD-TV staffers carried these 
and films to the state capital, gained an audi- 
ence with the law-makers; result ;— 


On June 18, 1957, the Toledo State Hospital 
was voted approximately $2,000,000 for new 
units and to renovate the present facilities. 
Construction is well on its way to completion. 
... another in a long series of community proj- 
ects undertaken, and brought to a successful! 
conclusion by a Storer Station. 


SPD -TW "at" 


STORER BROADCASTING COMPANY 


-_ 


WAGA-TV, Atlanta, Ga. - WVUE-TV, Wilmington-Philadeiphia - WSPD, Toledo. 
WIBG, Philadelphia, Pa. - WWVA, Wheeling, W. Va. - WGBS, Miami, Fla, 
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MORE SEDATE?—A revised version of the tv spot for Coty’s L’Aimant 
Mist puts another model—this one shoeless—in a similar after-bath 
scene. So far—no objections. 


| 
| 


| been supplemented by co-op news- | Karr Retires from 
Allis-Chalmers; Wins Awards | 
Charles N. Karr, sales promo-| 
: tion manager of the tractor group) 
|mas period the product was sold| of Ajlis-Chalmers Mfg. Co., Mil- 


out in five days in some cities.) waukee, has retired. He joined the 
Sales are still going strong, he re- company in 1919. 


Bill Would Bar Stations, 
(Nets from Music Business 


deodorants. 


|be held by a subcommittee under | 


s One more very important point: Sen. John O. Pastore (D., R. I.). 


Has this tv advertising, which has) 


paper copy, sold L’Aimant Mist? | 
Mr. Siegel answers with a re- 
sounding yes. In the pre-Christ- 


ports, with some stores calling for 


ladditional stock. + 


The National Assn. of Television 
& Radio Farm Directors recently 
presented Mr. Karr with its first} 
annual merit award for his long 
lassociation and activity with the 


| The Senate committee on inter- | 8TOUP. Mr. Karr also received a 
state and foreign commerce has an- | ©itation from a group of advertising 
nounced that it will hold hearings 24 public relations representatives 
March 11 on S. 2834, which prohib- °f farm equipment companies. 


l\its radio and tv stations from en- 


| gaging in the music publishing and Publisher Names Gittins 


|recording business. 


Capper-Harman-Slocum, Cleve- 


The bill was introduced by Sen. | land, publisher of The Ohio Farm- 
George A. Smathers (D., Fla.) last} 
| summer and is an outgrowth of the 
long-smoldering controversy be- 
jtween American Society of Com- 
| posers, Authors & Publishers and} 


er, Michigan Farmer and Pennsyl- 
vania Farmer, has named Bert S. | 
Gittins Advertising, Milwaukee, to 
advertising for 


its three 


| Broadcast Music Inc. Hearings will | Ad Council Seeks 
20% Increase in 
‘Time, Space Gifts 


CuIcaGo, Jan. 28—To help meet 
the increasing number of chal- 
lenges to the American way of 


| living, the Advertising Council is 


seeking to increase by 20% the 
more than $165,000,000 in free 
space and time provided by media 
and advertisers for the council’s 
projects last year. 

Robert R. Mathews, vp and 
director of American Express Co. 


|and a director of the Advertising 
|Council, in presenting a progress 
|report on the council's activities 
|to the Women’s Advertising Club 
|of Chicago last week, told the ad- 
/women that the initial responses 
|from media indicate the increase 
|needed to promote its national 


welfare projects will be granted. 
“The projects which have been 

developed during the council’s 15 

years of operation with the help 


|of thousands of men and women 
j\form a good, but far from un- 


typical, example of the tradition 
of decency and conscience which 


|American business demonstrates 
| over and over in its actual opera- 


tion,” Mr. Mathews said. 


|@ He said that advertising men 


|and women have a selfish as well 
|as altruistic stake in council par- 
ticipation, too. 

“There’s a strong body of opin- 
ion in this country which believes 
that the business community is, 
to some-degree, avaricious and so- 
cially irresponsible,” he said, add- 
|ing that attacks on advertising are 
| increasing. 

“By lending crucial support to 
badly needed local and national 
crusades, we improve the stature 
of our professions everywhere, and 
in the process create more good 
will and better business,” he said. 

Among the council’s national 
welfare projects are campaigns to 
promote U. S. savings bonds, bet- 
ter schools, traffic safety, forest 
fire prevention, religion in Ameri- 
can life, Crusade for Freedom, 
ACTION, armed forces manpower, 
better mental health, Nato, United 
Community Fund and People’s 
Capitalism. 

He commended the Chicago ad- 
women for their new Advertising 
Council liaison committee, which 
this year will work locally on the 
council’s mental health program. + 


BUILD With the Only 


Complete Listing 
ACCURATE of Over 3450 


Business, Farm 
and Consumer 
Magazines 


‘BACONS 


PUBLICITY CHECKER 
6th Annual 


yuNew 
ALN 1958 


RELEASE 
LISTS! 


NEW PERMANENT OVER 2000 
| NUMBERING | CHANGED 

New system gives permo- son tees 

nent serio! numbers to 6%" 29%" 

each magotine. Makes 

list building fost and easy. 320 pages 


@ EDITOR CODED— Bacon's editor-coded 
system shows exactly what material is used 
by 3453 Business, Farm, and Consumer 
magazines. Pin-points publicity— saves on 
preparation, photos and mailing. Sturdy, 
fabricoid, spiral bound book. 6%" x 9%" 
size, 320 pages. Write for your copy today 


PRICE $18.00 Sent on Approval 
Name 
| Company 
Address 
City State 


Bill: }) My Company 


BACON’S CLIPPING BUREAU 
14 €. Jackson Blvd. Chicago 4, Illinois 
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Hearst 
has the key 


to her taste 
in fashion 


HEARST 


70 keys to the special 


f 


vVALLeY 
aiToy 


» 


To women, all women, fashion is a highly personal occu- 
pation. For fashion is more than just the selection of 
clothes, and style of grooming. It is a highly individual 


form of self-expression—to family, friends, the world 
in general. 


A woman’s tastes—even to those who imitate them— 
may at times seem unpredictable. But one magazine has 
been forecasting them for almost a century: Harper’s 
Bazaar—edited by and for fashion-alert women. 


Advertisers, too, discover the key... 


As the oldest, most authoritative fashion magazine in the 
United States, Bazaar represents the first and last word 


in fashion news from fashion centers throughout the 
world. 


It serves and interests its readers so well, that thousands 
of retail stores use Bazaar to set their local fashion pace. 
Advertisers themselves find here the key to their promo- 
tions. 


True, Bazaar is only one of the ten Hearst magazines. But 
it shares this in common with them all: It fits its very 
particular market—the world of fashion and beauty— 
as precisely as a key fits its lock. 


Key men—Key markets 


Hearst representatives are key men in the publication 
field — because each speaks for a magazine dedicated to 
its audience, as Bazaar is dedicated to leadership of the 
world of fashion. These men talk specifics, not generali- 
ties. They speak primarily of interests as the key to 
circulation. 


And Hearst markets are key markets— because they are 
based not alone on charts or figures, but on the personal, 
intense enthusiasms of particular consumer groups. 


If you want to be “at home” with these people, let Hearst 
editorial insight be your key to their attention. 


Americon Drugaist 


MAGAZINES 


interests of 10 groups of people 
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Merchandising Ideas 


Pet Finds Combination 


e “Open your safe to a wonderful 
combination” is the theme of a na- 
tional product sampling program 
by Pet Milk Co., St. Louis, for the 
introduction of its new Pet instant 
non-fat dry milk. The “safe” re- 
fers to the novel mailing container, 
constructed and printed to resem- 


ee 
hae 


SAFE PACKAGE—Model holds minia- 

ture safe in which Pet Milk Co. 

packaged its new instant milk 

product as an introductory trade 
promotion. 


ble a safe, which was produced for 
the introductory campaign. The 
container, which is imprinted with 
combination dials, rivets, hinges 
and steel panels, contains a 4-qt. 
package of Pet instant and a spe- 
cially designed measuring glass, 
which carries measurements for the 
proper mixing of the product. 
More than 15,000 food editors, tv 
women’s directors, trade publica- 
tion editors and home demonstra- 
tion agents are receiving the pre- 
view sample. Accompanying the 
safe is an information kit which 


contains news stories, product in-| 


formation, photographs and a new 


HE CAN HELP YOU 


If you're a for fast 
Direct National Distribution 


| 
| 


Barney Kingston Merchandising Director 
Don't be fooled by the “outlet map” 
em your wall! It's one thing te put 
your preduct in stores——it's quite an- 
other te move it. 

If your product or service lends it- 
self te personal selling—whether in « 
home, office, store, institution, service 
station, etce.—it will pay you te in- 
vestigate the booming 89% billion 
DIRECT SELLING FIELD. Manafaec- 
turers and agency executives often 
amazed te learn how easy and inex- 
pensive it is to move merchandise 
through modern direct selling—in ALL 
counties of the 48 states and in the 
previnces of Canada. 

Let as analyze your predect er 
service without obligation on your 
pert. If your preduct bas potential in 
eur field, we submit S4-year sales- 
tested plan fer consideration; sample 
plan starts 50 new companies every 
month ... many of which now deo 
from $250,000 te more than $12% 
millien ennuslly. 

Stnd factual data to our Merchan- 
dising Director, Barney Kingston, Dept. 
A 222, Salesman’s OPPORTUNITY 
Magazine, 850 North Dearborn Street, 


1 Geog 10, I. oe 


recipe book, “Cookbook for Mod- 
erns,” developed by Pet’s home 
economics department. 

Opening of the sample package 
simulates opening of a safe door 
and exposes two inside flaps which 
carry the new product information. 
One of the flaps is imprinted with 
a combination lock with dial read- 
ings marked with the salient points 
of Pet’s national ad campaign— 
“high in protein . . free of fat. . 
delicious flavor . . instant mixing 


. So economical.” Introduction of | 


offering an exhibit of printers’ self 
advertising in its new library and 
display room at 230 Park Ave Ma- 
terial drawn from Mead's own 
specimen collection of direct mail 
campaigns and individual pieces 
produced by printers from coast t 
coast is augmented by last 

entries in the annual contest spon- 
sored by Miller Printing Machine 
Co. in conjunction with the Print- 
ing Industry of America. High- 
lighted are the nine 1957 top 


{award winners—recipients of the 
|Benjamin Franklin statuettes and 


generally referred to as the “Ben- 
ny” winners. 


3Ms Tests Tape Strength 


the new product will be backed by | ® A new do-it-yourself test kit 
Pet with its “largest advertising, | Which aims to show double-play 


merchandising and product promo- 
tion budget to be devoted to the 
sale of non-fat dry milk.” Gardner 
Advertising Co. is Pet’s agency. 


Mead Exhibits Direct Mail 


e Mead Papers Inc., New York, is 


tape purchasers the strength of 
Scotch magnetic tape No. 290 is 
being distributed to dealers by 
Minnesota Mining & Mfg. Co., St. 
Paul. The kit consists of four strips 
of double-play magnetic tape, each 
of which has one end anchored to 
a mounting card. The tapes are 


TEST KIT—Minnesota Mining & Mfg. 

Co. is distributing these do-it- 

yourself kits to allow purchasers 

of Scotch magnetic tape to test its 
strength. 


strips of the four major brands of 
double play tape and are marked 
brand A, B, C and Scotch. By 
grasping the free end of each tape 
and pulling until the tape stretches 
or breaks, the customer can see 
and feel the relative strengths of 


Advertising Age, February ° 958 
jeach. Minnesota Mining re. orts 
|lab tests show its new tap: ill 
withstand a pull of 3.6 lbs | 


re 

stretching, while other es 

stretch at 1.8 lbs. of pull. 
Salesbag Medium Bo 

e A Buffalo man and his ig 

|corporation are pioneering a w 


merchandising medium in < r- 
market and drug store chain le 


is Leon Henry Jr., preside: if 
SalesBag Promotions Inc., 120 e 
ta Drive, Buffalo, a compan he 
founded about a year ago he 
purpose of SalesBag is to ui. ize 
space on the exterior of gr: ory 


and drug bags to promote pp: od- 
ucts. Mr. Henry acts as a “broker,” 
buying space on grocery or drug 
bags from chain store officials and 
in turn selling the space to adver- 
tisers whose products are sold in 
the chains where the bag 


are 
used. Mr. Henry says he dovcsn't 
like to call the idea advertising, 


but calls it “a merchandising serv- 
ice” instead. 
To date 12 chains, with nearly 


NOW IT’S OFFICIAL! Eugene Gilbert 
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We suspected it. Now the most comprehensive study of young men ever 
completed proves it: Motor Trend, Motor Life and Hot Rod...the “Big 
Three” of the Petersen Automotive Group...are read by more 18-25 year 
old men than any magazine in America, bar none! Even better, one page 
in the P.A.G. costs 85% less than a page in the magazine that delivers 
America’s second largest audience of young men. We know it sounds 
amazing, but we have the facts to prove it. Write for them today. 


61% of P.A.G. readers 
buy new cars. 
(Non-readers : 50%) 


Pa 


CIGARETTES 
70% smoke one or more 


packs of cigarettes per 
day. 


TOILETRIES 
88% purchase their own 
shampoo. 

(Non-readers : 40%) 


igre Fe 


a 


53% consume 4-15 soft 
drinks per week. 
(Non-readers: 30%) 


94% buy suits 
name. Dress sh 
Belts -- 88% 


MORI sn 
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95% 
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HOBBIES 


Advertising Age, February 3, 1958 


THE-IN WITH 
PEMCO 


| S81 HOUR PRODUCTS 


TIE-IN TIE CLASP—Pemco Corp. is 

sending tie clasps made with its | 

new Congo Black stain to custom- 
ers in a direct mail promotion, 


1,000 stores 
western 


in eastern and mid- 
states, and advertisers | 


from New York to California 000 | 
| participating. More than 10,000,000 
bags have been distributed so far. | 
Among the products promoted on | 
the bags are Sea & Ski suntan) 
cream, Easy Glamur rug cleaner, | 
Pfeiffer salad dressing, Rich’s whip | 
topping, Blue Dew and Diaper | 


|Pure and Ragu’ food products. 


Pemco Sends Tie Clasps 


e To promote its new black glaze 
stain for tile, dinnerware, art- 


| ware, facing tile and sanitaryware | 


accessories, Pemco Corp., Balti-| 
more, has made up samples of the | 
stain into tie clasps and mailed 
them to customers on eye-catching 
cards. Headlined, “Congo Black— 
Why stew about stains?” the card 
| carrying the tie clasp presents 
|technical information on the glaze 
|stain in body copy. The tie clasp 
itself is fitted to the arm of an 
African warrior, tying in with the 
Congo theme. 

Thomas S. Hook, Pemco sales 
promotion manager, who designed 
the plan to promote the stain, says 


‘a 


———— 
ee git 


CHECKLESS CHECKBOOK—Indian River Citrus Bank, Vero Beach, Fla., 

one of Lion Match Co.’s clients, sought a distinctive advertising de- 

vice to give to customers. The package above was selected because 

it tells the story dramatically and quickly. The bank uses the match 

books packaged in a container resembling a checkbook as giveaways 
and in direct mail campaigns. 


his company has found it can suc- , developing wearable jewelry such 
cessfully dramatize new stains by|as cuff links, earrings and tie 


BIG 3 of 
the PA.G. 


MOTOR TREND, 
MOTOR LIFE, 
HOT ROD. 
Combined 
circulation in 
18-25 age group: 
602,800. Total 
ABC Circulation: 
1,112,278. 


Petersen Publishing Co. 


studies of young American men reveal: 


8% own outboard power 
boats. 


(Non-readers: 7%) 


Detroit 26, Michigan 


DETROIT 
524 Book Building 


Woodward 3-8660 


17 East 48th Street 
New York 17, New York 


5959 Hollywood Bivd., Los Angeles 28, Calif. © Hollywood 2-3261 


NEW YORK CHICAGO 
360 North Michigan Avenue 
Chicago 1, Ulinois 


Plaza FRanklin 2-6067 
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jonewe made of its ceramic glaze 
| materials. 


Film Promotes Hobbies 

e How the development and pur- 
| chase of hobbies helped a family 
| become a closer, happier unit is 
}told in a 15-minute 16mm film, 
| “Time Out for a Hobby,” produced 
|\by the Hobby Industry Assn. 
|of America, Philadelphia. The film 
\is being distributed by Modern 
Talking Picture Service, New 
| York, on a free-loan basis. The 
association said the concept be- 
hind the film is that “develop- 
ment of leisure time is of vital 
importance to the nation in = 
of individual family living.” 


| Scott Paper Promotes In-Pack 
'Coupon for Scotties Tissues 

Scott Paper Co., Chester, Pa., 
will promote an in-pack coupon for 
Scotties facial tissues via network 
tv, outdoor and point of sale during 
February and March, the product’s 
peak selling months. All packages 
of the coupon-pack merchandise 
will be flagged, “Save 10¢—coupon 
inside good on next purchase.” 
Pink and yellow tissues, as well as 
white, will be included in the spe- 
cial offer. 

The offer will be announced on 
Scott’s two NBC-TV shows, “Fa- 
ther Knows Best” and the “Gisele 
MacKenzie Show,” throughout Feb- 
ruary. Major markets on the West 
Coast will have a 100 outdoor 
showing and peripheral areas will 
have a 50 showing during February 
and March. For in-store promo- 
tion, posters and price cards will 
be available. J. Walter Thompson 
Co. is the agency. 


‘Enquirer’ Reports Gains 

In its annual report for 1957, the 
Cincinnati Enquirer reports its ad 
linage for the year ending Sept. 30 
| was more than 41,000,000, a gain of 
800,000 over the preceding year. 
The daily says it sustained a slight 
circulation loss because its per copy 
price went up from 5¢ to 7¢ last 
April. Net profit for 1957 was 
$650,975, compared with $643,687 
for 1956. Per share earnings were 
$1.58, 2¢ higher than last year 


Lukeman Named Exec VP 
Gerald C. Lukeman, general sales 
manager of the Institute for Busi- 
ness Planning, New York, has been 
named an exec vp of the company. 


Give eS Prospects This 


New" HANDI-KUTTER” 


A Razor-Blade Knife 
Click! 


Safe for Pocket or Purse! 


Wonderf ule. opening cartons, 


and all kinds of trimming or clipping 
jobs around the office, shop, or home. 
Low Priced! FREE SAMPLE 
and quantity price list upon request 
KENWORTH MANUFACTURING CO. 


| 12315 W. Lisbon Ave. @ Milwaukee 10, Wis 
| 
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_ Agricultura — 
armeentoute:m REACHES THE RICHEST 


FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. 5. 
farmers—are making big sales in the booming farm markets of Mexico, Central and 
South America. They rely on Agricultura, because it delivers the leading audited 
on-the-farm circulation . . . stresses U. S. products . . . demonstrates the latest and 
best in farming methods. 


WRITE FOR MARKET AND MEDIA FOLDER 


Agricultura de las Americas 


The Magazine of Modern Farming for Latin America 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


alp—Scenes fram a Dr. Pepper Co. 


tv spot show a felled cop getti 


boost from “friends” and the “Friendly Pepper-Upper.” 


St. Bernards Spark 
Dr. Pepper's Record 
'$2,000,000-Plus Push 


| Dawtas, Jan. 28—Dr. Pepper Co. 
Rave the “biggest advertising pro- 
gram in Dr. Pepper history” for 
11958, according to Wesby R. Par- 
Iker, exec vp. Expenditures for 
advertising and promotion will ex- 
|ceed $2,000,000 for the second con- 
secutive year. 


Spot tv, outdoor and mags s 
will again draw emphasis ir, 
Parker said, but he added th he 
over-all program is “well-balio: ced 
}between media advertising, int 
of sale and consumer promo!):\s.” 
The cooperative program wit) Dr. 
Pepper bottlers will continu on 
the share the cost basis, he «aid 


® Dr. Pepper's themes, The 
friendly ‘Pepper-Upper’ that never 
lets you down” and “Frosty, Man. 
Frosty,” will be continued in all 
media, according to John C. Sim- 
mons, ad manager. The St. Ber- 
nard dog and puppy wil! be 
jaccented more heavily than in 


they Buy More because they Have More! 


@ Here’s a market that’s really “big brass”! Whatever you're selling, from 
bass horns to shoe horns, you'll find sales booming in Indianapolis! Listen to 
these hot licks: music store sales are 81.1% above the national average*. . . 
and average annual income per family is a reverberating $6882! Yes, you'll 
like Indianapolis. Everyone does, because they sell more here. So get the 


facts. Write for complete market and circulation data. 


tSales Management Survey of Buying Power, 1957 


One of America’s largest, 
richest markets ... where 
your advertising message 
can be delivered 385,000 
times each day by two 
of America’s greatest 
newspapers. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 
ws Pur ia 
*1954 Census of Business and Retail Trade . hg! wang : 
Say 


11957, becoming the central 


the friendly 


‘Pepper Upper 
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FOR 1958—Two-color half-pages like 
this in Life are included in Dr. 
Pepper Co.’s new campaign 


trations in outdoor posters for the 
first time. 
“All of our research has indi- 


cated clearly that the St. Bernards 


and our copy approach hav: 


mendous recall values,” Mr 
mons pointed out. “They 


built a strong product identi! 
Dr. Pepper in the little mor 
one year we have used the! 


The St. Bernards will as 
the central characters in t\ 
mercials—used in “rescue 
tions in 20 and 60-second a! 
spots. Magazine  schedu! 
clude two-color half pages 
and two-color pages l 
publications. 

Grant Advertising, Chica 
| Dallas, is the agency. = 
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HOME 


MAGAZINE 


Citation 
Home 
Program 


i by idea.-- 
your message home - -- idea OY 


| a really significant 


| contribution 

, . 

j to the entire 
building industry 
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for readers 


Idea by idea, the “Best 


House for the Money” Competition 


stimulates home-minded readers 
to think about homes, 

shows them houses of good design 
and good value 

that they can actually buy 

in their own community. In 1957, 
10,000 readers wrote and told 
their ideas 

and opinions 

about the Citation Homes 

in their own states. 

See the 27-page portfolio 

in the February issue of 


The American HOME 


presenting the twelve winning houses 


and the reasons 


why readers chose them. 
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__ idea by t 


: | 
fy advertisers 


Product by product, the 
Citation Home Program P 
offers advertisers a for builders 
better relationship with top builders 

... and the thoughtful House by house, the 


consideration of their Citation Home Program 


products by more than increases traffic 


ten million home-minded readers. and increases sales. 


Dramatically, it proves It provides 
the sales value powerful local publicity, 
of nationally advertised products genuine live home buyers... a 


in quality home construction. timely stimulus for the 


In February, and month entire industry. 
after month, leading In 1958, the program will be 
manufacturers expanded to 18 states. 
of building materials A valuable report to the 
and home products building industry, 

| advertise and sell through “What home buyers are looking for,” 
the pages of The American HOME. is now available. 


It gives facts and trends, 
state by state. 
For your copy, write 

| The American HOME, 

| 300 Park Avenue, N. Y. C. 
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CALIFORNIA. “Outstanding! Biggest thing of its 
kind ever to hit Sacramento!” John Sullivan, Amer- 
ican Homes, Ltd., Sacramento 


FLORIDA. “Promotion produced 10-page news- 
paper section, traffic and sales.” Lawrence Raley, 
Pearce-Uible, Jacksonville 


ILLINOIS. “Sales ran very high . . . 58 sales in the 
first three weeks of the contest. Being chosen by your 
magazine was very beneficial to our sales and building 
program.” C. W. Leek, J. E. Merrion & Co., Chicago 


MARYLAND. “The American HOME Citation 
award program has brought six thousand people to 
look through our homes, and it has strained our or- 
ganization to keep up with the inquiries. We are sold 
out through the fall and winter months of our present 
building program.” Clarence F. Coffin, The Chestnut 
Hill Construction Co., Ellicott City 


MASSACHUSETTS. “The American HOME 
Citation Program provided participating home build- 
ers in these states with genuine live home buyers when 
few prospects existed there before. We now begin to 
realize the immensity and significance of your cam- 
paign—result, nearly sold out for ’58.” Alfred W. Halper, 
Halper Homes, Newton Centre 


MICHIGAN. ‘Six thousand people saw the house 
in the first 4 days.” David R. Satin, Albert-Satin, Inc., 
Kalamazoo 


NEW JERSEY. “The response from the readers 
of The American HOME Magazine has exceeded any- 
thing I anticipated. I should be happy indeed, to have 
your readers select my entry as the best in New Jersey, 
but whatever the outcome, I have already won.” Gerald 
A. Carr, Builder, Absecon 


NEW YORK. ‘I've never seen a promotion that 
has generated more excitement among builders, and 
has been more believable to potential buyers than The 
American HOME’s ‘Best House for the Money’ com- 
petition. You are to be congratulated for the obvious 
loyalty your readers have in you.” Dir. Real Estate 
Adv. & Prom., Alexander Muss & Son, Great Neck, 
Long Island 


OHIO. “Traffic has been so heavy that we have had 
to add new sales personnel — 35 houses sold in the first 
10 days — indicates the tremendous editorial vitality 
of your magazine.” L. Charles Underwood, V.P., 
Warner-Kanter, Inc., Cincinnati 


PENNSYLVANIA. “Our entire promotion was 
based on the fact that Holiday II was a winner of The 
American HOME Magazine Award . . . consummated 
56 sales.” Jerome B. Myers, Madway Engineers & Con- 
structors, Wayne 


TEXAS. “Terrific! Sold 4 houses the first day — 
despite a building slump in San Angelo.” Wm. L. i 
Wynne, Builder, San Angelo 


VIRGINIA. “Our entire program was designed to 
hammer home the idea that our homes feature out- 
standing brand-name products as advertised in The 
American HOME Magazine .. . a substantial increase 
in sales.” Emory H. Austin, Leslie Construction Corp., 
Norfolk 
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STARCH 52nd CONSUMER 
MAGAZINE REPORT REVEALS 


pu i¥ Ly ) 
FOR CAR 


MANUFACTURERS AND 
THEIR AGENCIES 


~ 
Li ay 
. 


'% 


MAGAZINE 


New York Los Angeles 
Portiand, Ore. Chicago 


94.2% of all ELKS Magazine households 
surveyed own one or more automobiles. 


What's more, 31.2% bought new cars in the 
last 12 months. The ELKS Magazine leads a!! 
others in this category. 


Each 100 ELKS Magazine households own 
128.5 automobiles—a classification in which 
The ELKS is exceeded by only one other 
magazine. 


The median income of ELKS households is 
$6,636. This explains why ELKS rate so high in 
Car ownership and can buy new cars more 
frequently. Automobile manufacturers can 
reach this exceptional market of 1,204,117 ELKS 
through advertising in THE ELKS MAGAZINE. 


nora STREET 


Guer 4122 
SEATTLE 1. WASHINGTON 
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Hovenver 15, 1997 


Jim Hill, Automotive Baitor 
ttle Post-Iate 


Beattie ’ Washingt 


Dear Jin: Chevrolet Co. rem 
vetnestsy, Boveuber 6, 1957, —— . - 
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oe ee rommcan wnich, within just si 


cliowing results: 


7 oon sims sew 1957 Chevrolet trucks for 
totel gross s 
of $200,000. 
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Yours sincerely, 


sa 


Larry Bortes, Jr. 
Vice President 


-7OU new 1957 Chevrolet cere, 
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genere . the Seattle P- 
FERRI, join we im complimenting oh. ising results. 
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'@ motoring 
tion to Seattle's 
- esiom of confidence in Our 
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Seattle Post- 
ates in the City 


how to 
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When Seattle's progressive 
Westlake Chevrolet Com- 
a chose "The Seattle 

ost- Intelligencer as our 
number one advertising me- 
dium" they had good rea- 
son for such confidence. This 
leading firm has discovered 
through the years that Post- 
Intelligencer advertising col- 


umns produce solid RE- 
SULTS. 


The accompanying letter 
tells about arecent exclusive 
P-| promotion in which 4,240. 
lines of copy sold in excess 
of $200,000 worth of new 
cars and trucks. 


People who BUY read the 
P-I. Tell YOUR story through 


its resultful columns! 


GREATEST 
Morning and Sunday 
Circulation 


of any newspaper published 
in the State of Washington 


SUNDAY 
254,775 


A“ SEATTLE 33> 
NIELLIGENCER 


GREATEST MORNING AND SUNDAY CIRCULATION OF ANY NEWSPAPER 
PUBLISHED IN THE STATE OF WASHINGTON 
Represented Nationally by Hearst Advertising Service — Offices in 15 Principal Cities 
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Getting Personal 


Ted Bates was busy playing father of the brides Jan. 17, \ 
his twin daughters were married in a double ceremony at St. Ja; 
Episcopal Church in New York. Evelyn Diane was married 
Stephen Cooke Owen Jr., of Beacon Mfg. Co., and Patricia Ann 
was married to Howard Brennan Johnson, vp and directo: 
Howard Johnson Co. The Owens are honeymooning in Mex 
and the Johnsons in South America. Both couples will live in N 
York... 

Don Hopkins of N. W. Ayer & Son, New York, got a big jolt : 
week when he called at the home of Mrs. James Dwyer to tell 
she’d won a Plymouth in the “Money Ahead” contest. After | 
Hopkins broke his good news, the 3l-year-old housewife excu 
herself to phone the tidings to her husband—Jim Dwyer of 
Young & Rubicam traffic department in New York... 


FAREWELL—The two in the middle—Elsie Jensen, head of the contract 

department at the Katz Agency, New York, and Herbert Goldberg, 

purchasing agent—are honored at a party marking their retirement. 

G. R. Katz (left), board chairman, and M. J. Beck, treasurer, extend 
farewell sentiments. 


J. W. West, president of Southeastern Newspapers (Chronicle 
and Herald, Augusta, Ga.), and vp of WRDW, was awarded a Doc- 
tor of Laws degree Feb. 1 at the mid-term graduation exercises of 
the Augusta Law School... The Washington Post and Times 
Herald’s vp and executive editor, James Russel Wiggins, received 
the University of Arizona’s John Peter Zenger Freedom of the 
Press Award Jan. 25. It was presented at a meeting of the Arizona 
Newspaper Publishers Assn. in Phoenix in recognition of Mr. Wig- 
gins’ “leadership in the endless battle to protect the freedom of the 
press and the people’s right to know.” .. 

David Sarnoff, head of RCA, will receive the 12th annual brother- 
hood award of the Men’s Club of Congregation B’nai Jeshurun on 
Feb. 15 for “outstanding contributions in promoting inter-faith and 
inter-racial unity. . .” 


HELPING HAND—Myron L. Silton, president of Silton Brothers | 

Boston agency, hands a check to Janice Rose, a patient at Childr: 

Hospital, to establish a fund enabling the hospital to rent films 

showing to polio and orthopedic patients. At left is Dr. L: 
Snedeker, assistant administrator. 


Norman Knight, president of the Yankee division of RKO T: 
radio Pictures, has received a citation from Temple Kehill 
Brookline, for his contribution to brotherhood in the Greater Bos 
and New England areas... 

George Ruppert Vernon, assistant to the president and a dire: 
of the Jacob Ruppert Brewery, has a second daughter, Rosan 
Farrell, born Jan. 4... 

Gloria Scala and Allen Davenport Bragdon, ad and promo 
manager of Doubleday books, were married Jan. 25 in the L 
Church Around the Corner in New York .. . Sanford Peyton S' 
worth and William Gemmill Kay Jr., assistant ad manage 
Campbell Soup Co., will be married in April. . . 

It’s a boy, Duncan MacLeod, for Duncan Mounsey, exec V 
general manager of WPTR, Albany... 

William Dwight, publisher of the Daily Transcript, Holyok: 
the Recorder-Gazette, Greenfield, Mass., and president o 
American Newspaper Publishers Assn., was given a gold ! 
for leadership a few weeks ago by the National Management / 
in Buffalo, where he addressed the Sylvania Management Clu! 
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For the year 1957 


The Washington Post and Times Herald 
published 55% of all 
general grocery linage in the 
3-paper market of Washington, D.C... 
more general grocery linage than 


the other two papers combined 


50% more circulation than any other 
Washington newspaper... more home delivered 
circulation than the second paper has total... 


and the lowest advertising cost per 1000 readers. 


Represented By: Sawyer, Ferguson, Walker Co.— New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los An- 
geles, Seattle; Joshua B. Powers, Ltd.—London, England; Senor G. Enriquez Simoni — Mexico City, Mexico; Allin Associates — 
Toronto and Montreal, Canada; The Hal Winter Co.—Miami Beach, Florida; Tom McGill—West Roxbury, Massachusetts; Puck, 
The Comic Weekly; A. R. Lerner—Paris, France; Robert S. Farley —Financial Representative in New York. 
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— * ONE OF THE 


FIRST 100 MARKETS 


with 56 % population on the Illinois side 


Two Evening Newspapers that 
Cover 3 of the 4 Quad-Cities 
without Duplication — Full 
ROP Color Available Daily! 


THE ALLEN-KLAPP 
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SHOPWORN BUT ANNOYING—This “going out FOR business” piece {rom 
a furniture store ad in Denver is one of the oldest, tiredest devices 
| of the retail advertiser, which probably no longer fools anyone 
But it is one of the things that advertising can definitely da without 


ALWAYS the CHAMP! 


WHO.-TV is first in 52% of quarter hours surveyed, 
Sign-on to Sign-off, Sunday through Saturday, according 
to the November 1957 ARB Metropolitan Survey 

of Des Moines’ 3-station market. 


We are far from “Survey happy,” and despite our 
ARB leadership, we still say that NO survey can really 
describe the tremendous audience impact of WHO-TV. 


Advertisers who have known the WHO operation 
over the years know that decades of highest integrity, 
public service and better programming all add 

up to RESULTS you can cbtain only on WHO-TV. 


DES MOINES METROPOLITAN AREA SURVEY 
AMERICAN RESEARCH BUREAU 
NOVEMBER 20-26, 1957 


Number of Percentages of 
First-Place First Place 
Quarter Hours | Quarter Hours 


WHO.-TV 243 52% 
Station "kK" 158 34% 
Station “W" 57 12% 
Ties 8 2% 


NOTE: At least TWO stations were on the air 
for all 466 quarter hours reported. 


WHO.-TV is part of Central Broadcasting Company, which also owns 
4 and operates WHO Radio, Des Moines; WOC-TV, Davenport 
re ie Affiliate 


Peters, Griffin, Woodward, Inc., National Representatives 


IS FIRST 
WHO.-TV 
IS FIRST 
WHO.-TV 
IS FIRST 
4 WHO.-TV 
IS FIRST 
WHO.-TV 
IS FIRST 


Channel 13 + Des Moines 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Miller Pleads Guilty 
in Mail Fraud Case: 
Awaits Sentencing 


HARTFORD, Jan. 28—William P 
Miller, 50, president of the W. P 
Miller Advertising Co., East Hart- 
ford, pleaded guilty in U. S. dis- 
trict court last week to 13 counts 
of mail fraud. 

Mr. Miller was arrested |ast 
summer (AA, Aug. 26) and later 
was indicted by a federal grand 
jury on 24 separate counts of so- 
liciting advertisements for several 
publications. The government al- 
leged that much of the advertising 
never was published, although the 
Miller agency had been paid for 
the service. 

Of the other counts against Mr. 
Miller, ten were dropped at the 
request of the government and an- 
other was dismissed. 


® Publications for which Mr. Mill- 
er sold advertising space, according 
to indictments, included Who's 
Who on the Highway, periodical 
published by the Yankee Division, 
and Public Employes Press, pub- 
lished by the State, County & Mu- 
nicipal Employes’ Union, AFL- 
clio. 

Mr. Miller will be sentenced fol- 
lowing an investigation by the U.S 
Probation Officer. = 


U.S. Court Upholds Ban on 
Use of Standard Oil Name 

The U.S. court of appeals, Den- 
ver, has upheld a lower court deci- 
sion which forbids Standard Oil 
Co. of Ohio to use the Standard 
Oil name and the Sohio trade- 
mark in the 15 midwest and Rocky 
Mountain states in which Standard 
Oil Co. (Indiana) markets. Indiana 
Standard filed the origina! sult 
against Ohio Standard in U.S. dis- 
trict court, Cheyenne, Wyo 


Harshe-Rotman Acquires Co. 


Harshe-Rotman Inc. fh ac- 
quired Wagner-Moore As ites, 
New York, a publicity anc iblic 
relations company. Hyn V. 
Wagner, founder and forme: part- 
ner of Wagner-Moore oins 
Harshe-Rotman as genera! nag- 
er of Wagner-Moore, which ood 

she- 


operated as a division of | 
Rotman. 


See page 90 
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among all magazines 
in number of 
advertising pages 


NEWSWEEK in ‘57 .. . up from 
sixth to fifth place in number of 
advertising pages .. . up to its 
all-time high in advertising 

revenue ($22,895,800)*. 
up on the newsweekly field 
in advertising page gains. 


; = orenne sen Ne coneres® 
| =o \s 
, gre county nel 


Powerful testimony by 
advertisers to NEws- 
WEEK’s vital edi- 

torial service, and 
to the responsive- 

ness of NEws- 

WEEK’s com- 

municative 
audience. 
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A LOOK BAQK— 
A LOOK AHEAD 


cere ete bee 
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Advertising's main line to 
communicative people 
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GM Sets $2,000,000 Safety Campaign, 
Urging Drivers: Aim Headlights Right 


(Continued from Page 2) 
are tests that show lamps as little 
as 1° out of adjustment can impair 
lighting efficiency as much as 
80%. 


® The program is open to all auto 
dealers, service stations and ga- 
rages—a potential of 290,000 par- 
ticipating locations. 

Already GM dealers have indi- 
cated enthusiastic interest, and 
about 40% have ordered “Aim to 
live” point of sale displays. Dealers 
in the program must have GM’s 
Guide Lamp aiming device, which 
is distributed through AC spark 
plug merchandising channels. 

It is being made available to all 
dealers and service stations. 

“Frankly, while this is primarily 
intended as a public service pro- 
gram we hope it will build show- 


room traffic for our 20,000 deal- 
ers,” said a GM official. He pointed 
to the fact it could help build 
showroom traffic for competitors 
also. 
| The ad campaign will deal with 
the whole problem of night driving 
but will direct most attention to 
proper headlight aiming, which 
GM feels is the basic cause of most 
after-dark traffic mishaps. 

The ads will be b&w and will 


range from three-page insertions | 


to single pages. 

AC spark plug and Guide Lamp 
ads also will call attention to the 
\“Aim to live” drive. 


|\@ To stimulate interest among 
dealers, GM will use ads in a busi- 
ness paper list including Automo- 
tive News, Automotive Service Di- 
|gest, Automotive Topics, Chevro- 


| 


| 
| 
| 
4 menage oe the ontentat of agrnny acing frown 3 
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| AIM RIGHT—This spread is part of General Motors Corp.’s three-page 
| 


i 


ad appearing in early February issues of Newsweek, Time and U. S. 
News & World Report in the company’s public safety program. 


let Dealer News, Gasoline Retailer,; News, Southern Automotive Jour- 
Jobber Topics, Motor, Motor Age, | nal and Super Service Station. 
Television and printed advertis- 


| Motor Service, Motor West, NADA ; 
Magazine, National Petroleum|ing copy for the campaign has 


“PHO 


INDU 


REASES 


OUGH 


... Thanks to Advertising!” 


Says B. F. Goodrich Chairman John L. Collyer. 


RUBBER YARDSTICK... 


“It is my belief that the consumption of rub- 
ber makes a good yardstick by which to 
measure the living standards of people in 
different countries. 


“In 1956 the consumption of new rubber in 
the United States was 19.1 pounds per 
person, while per-capita consumption for the 
rest of the world was only 1.4 pounds. 


“Through the years advertising has played 
an important part in increasing America’s 
rubber consumption by selling new uses of 
rubber for the health, comfort, convenience, 
mobility and safety of the American people. 
The great achievements of research and 
development in the rubber industry and in 
all industry have been made known and made 
available to our people through the informa- 
tive and persuasive medium of advertising, 
working through all communication media 
for a better America.” 


rr 


CHAIRMAN OF THE BOARD 
THE B. F. GOODRICH COMPANY 


ia. 


Thanks to the advertising pages of the trade 
press, American industry today has a wide 
choice of advanced techniques and improved 
tools and materials. This speeds production, 
steps up quality, cuts production costs. Then 
advertising, in turn, lowers selling costs to 
the consumer. Result: 


AMERICA IS A BETTER AMERICA— 
THANKS TO ADVERTISING! 


Advertising Age, February 3, | ~s 


been prepared by D. P. Broth, & 
Co. The agency said the televis oy, 
“messages” would be unique 
would feature actor Claude Ra 
(It was emphasized the usual 
mercials would be replaced 
“messages,” which would h: 

| nothing to sell except public r.. 
|ognition of highway safety pro! 
| lems. 

| As a further stimulus the co: 
‘pany is considering a major c 
test for drivers. Prizes proba 
will include a wide selection 
GM automotive and applian.. 
|products, and the contest wil] n+ 
|require entrants to purchase « 

| product or even to have their ¢.; 
| lights aimed. 


® An interesting point in the pro 
gram is its embodiment by GM «1 
public recognition of driving ha:- 
ards. 

Several years ago, when Ford 
Motor Co. splashed its safety drive 
by pushing seat belts and other 
life-saving equipment, Genera! 
Motors did not follow. 

At that time, however, GM did 
disclose that many of the features 
Ford pushed, including safety door 
locks, had been introduced quietly 
on General Motors cars several 
years before. + 


Zenith Finds 
“Bigger Agency; 
Names FC&B 


(Continued fram Page 2) 
jene Curtis moved its $4,500,000 ac- 
| count out of the Ludgin shop (AA, 
July 22, 57). 

Ludgin employes were warned in 
advance through an office memo 
|which stated, in part, that the 
}agency was losing Zenith “despite 
heroic efforts on the part of the 
copy and art departments.” Mr. 
|Ludgin had personally supervised 
| Zenith. 

The FC&B appointment repre- 
isents the fourth major agency 
switch in Zenith’s radio-ty receiv- 
ler division in the last five years. 
|Ludgin picked up the account a 
|year ago when Batten, Barton, 
|Durstine & Osborn resigned it to 
| take Philco (AA, Nov. 5, 56). 
| BBDO snared the account from 
| Young & Rubicam in January, 1955, 
with the hearing aid division mov- 
ing at this time from BBDO to 
|MacFarland, Aveyard & Co., which 
| will continue to handle this busi- 
|ness (AA, Jan. 17, °55). 

Y&R came into the Zenith pic- 
ture in the summer of 1952 when 
\the company named it to re- 
|place MacFarland, Aveyard and 
| Critehfield & Co. (AA, June 9, 
52). 


| Nielsen Begins New Camera 
Index of Photo Industry 

A. C. Nielsen Co., Chicago, ha 
| announced the Nielsen Camera I» 
dex is under way. The compan) 
has completed a 10-month pilot 
test of the new index in ret 
|camera outlets throughout the C! 
|cago area. 

As the initial step in setting | 
the Nielsen Camera Index, Niels: 
store auditors are visiting 350 
lected retail photographic sto 
across the country. Operators 
the stores are being asked to pp: 
mit the Nielsen representative: 
audit their stores every 60 da) 


Wayne King Plans TV Serie: 
| Wayne King, who has been se 
retired for the past five year: 
planning a live half-hour tv : 
to be produced by Filmcraft !: 
ductions, Hollywood. The pro)< 
ed program has been optione: 
ABC-TV. Mr. King, known as 
Waltz King” in other years 
on radio for a 15-year run anc | 
er had his own tv show in Chic 
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*Gerald T. Arthur, Vice President, 
Media Director, Fuller & Smith & Ross Inc. 


To document a media recommendation, Gerry Arthur 
wanted to find what studies had been done on cost vs. 
coverage among business magazines. McGraw-Hill’s 
Laboratory of Advertising Performance gave him these 
facts: 


A. On the average, the leading industrial publication 
in nine fields reached 66% of customers and prospects 
that can be reached by the five top publications. 


B. On the average, publication two added 18% more 
new readers. 


C. Publications three, four and five, on the average, 
delivered only 8%, 5% and 3% additional new coverage. 


By concentrating your advertising in the two leading 
publications in a given industry, you can reach, on the 
average, 80% of the men who can be reached by the 
top five publications. 

Studies such as these are a continuing project at 
McGraw-Hill. They are designed to provide a better 
understanding of how good advertising in good business 
magazines helps create more sales. 


MeGraw-Hill Publications @ 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42ND STREET, NEW YORK 36, N. Y. 


“When does a 


media schedule 


reach a point 
of diminishing 


returns?” 
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COST: HOW MUCH EACH ADDITIONAL PUBLICATION COSTS 


From Laboratory of Advertising Performance Sheet 1120.1 
This study was conducted in 1951 by 18 industrial companies and 
coordinated by McGraw-Hill Research. 42,878 men responded. 2. 
The above analysis was based on those men reached by one or 
more of the first five magazines in nine different fields. Note that 
fewer new readers are reached by each additional publication, 
and the cost per reader goes up. For your copy, contact your 


McGraw-Hill office. 
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W atch for (and use) the most effective 
and the most economical way (o 
reach Canada’s biggest buyers. 


When you advertise in The Financial Post, 
you reach and influence Canada’s biggest 
buyers. You register and emphasize the role 
| of your company in the development of 


business and industry across Canada. 
What to 
watch for 


Influence Canada’s leaders with 


The Financial Post 


Canada’s foremost business newspaper 
481 University Avenue, Toronte 2 


in Canada ~ S "bien mene 


, West Coast representatives in the United States: 
Duncan A. Scott & Co., Sen Francisco and Los Angeles. 


|Grocery Sales Hit $43 Billion 
Sales in supermarkets and other 
grocery stores rose 9.4% in 1957 
to reach an alltime high of $43.04 
| pillion, according to a study by 
Food Field Reporter and Food Top- 
ics. Biggest gains were registered 
by chain groceries, whose sales rose 
(12.2% to $18.98 billion. Indepen- 
dent grocery stores gained 7.3% 
over 1956 for a total of $24.06 bil- 
lion, and specialty food retailers 
increased 6.1% to $7.12 billion. 


Doyle Dane Boosts Parisi 


}current circulation of 4,000,000 ») 


Dorothy Parisi, traffic manager 
of Doyle Dane Bernbach Inc., New 
York, for six years, has been} 
named assistant general manager | 
of the agency. 


Schultz Promoted to S. M. 

Ward Schultz, formerly assistant 
to the president in charge of public 
relations and labor relations, has 
been promoted to sales manager of 
Pfeiffer Brewing Co., Detroit. 


| 
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|magazine wholesalers. The nation- 
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Advertising Age, February 3, |: «s 


‘Family Circle’ Sets 
New Outlets: Sees 
Circulation Up 7.5% 


New York, Jan. 31—Family ©, 
cle plans on adding 300,000 to ; 


tween the end of February 
next June. 

The increase is expected to co: 
as a result of the monthly’s bei: 
distributed through a number . 
independent supermarkets 
chains in 12 western states. 

P. K. Leberman, publisher, s 
Circle will try a new distributi.:, 
tack, operating through a nation 
magazine distributor and region»! 


a 


al distributor is Independent New 
Co. 

“This system,” he said, “has been 
tested during the past year and 
found to be completely workab). 
from the standpoint of the publisi- 
er, distributor, wholesaler, stor 
and the Audit Bureau of Circula- 
tions.” 

Family Circle, which last year 
saw its advertising revenues sliced 
15%—from $10,683,188 in 1956 to 
$9,030,483 in 1957—said that copies 
of the magazine distributed in in- 
dependent supermarkets will not 
carry any grocery chain advertis- 
ing. 


® The magazine’s current 4,000,- 
000 circulation comes through 15 
leading supermarket chains, in- 
cluding Safeway, largest single dis- 
tributor. Mr. Leberman said Safe- 
way has put out a bulletin to its 
stores saying: 

“With the national family cov- 
erage Family Circle is shooting for, 
it could easily become America’s 
largest selling woman’s magazine. 
The magazine could easily double 
in thickness. If value means any- 
thing at all, more of our present 
customers should buy it, and the 
editorial features should help us 
move tonnage of profit items that 
we want to sell. Wider distribution 
of the magazine means wider ac- 
quaintance with it and more de- 
mand for the customers of al! 
stores.” 

Mr. Leberman said the indepen- 
dents which will stock Circle will 
consist mostly of members of the 
National Assn. of Retail Grocers. 
He said the added circulation move 
is part of “a major expansion pro- 
gram” for the magazine. + 


New TV Mat Service Corp. 
Offers Slide-Audio Library 

Charles E. Woodruff, former 
NBC film engineer, has set up a 
new company to provide a com- 
mercial slide library service to sta- 
tions throughout the U.S. and along 
the Mexican and Canadian bor- 
ders. Located at 129 E. 18th 5S! 
New York, his company is called 
Television Mat Service Corp. M: 
Woodruff, who describes his serv- 
ice as the “tv counterpart of new: 
paper mats used by national ad 
vertisers for many years,” said ! 
has a library of 10,000 commerc: 
slides with audio catalogue. Th: 
are being offered to stations on 
subscription basis. 

The artwork and copy for slic 
are prepared for their clients 
advertising agencies. Telemat t! 
makes slides, adds them to its ca! 
logue and mails them to subscri! 
tv stations. The artwork, cop) 
layout may be changed at any ' 
during the year, and the cha! 
are forwarded to subscribers. 


ABC Radio Adds Four Station 

Four more stations have bec 
affiliated with ABC Radio. 1 
are WSRS, Cleveland, rep): 
KYW, which has gone inde) \ 
ent; WAMYV, St. Louis, rep! 
WIL, also an independent 
KCBS, Des Moines, rep! 
KIOA, and WCGC, Belmont, ' 
replacing WAYS, Charlotte, \ 
is going independent. 
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IN 1957, THIS ONE MAGAZINE ALONE GAINED MORE 
ADVERTISING REVENUE THAN ANY OTHER MAGAZINE... 
ANY DAILY NEWSPAPER...ANY NEWSPAPER SUPPLEMENT... 
AND TWO OF THE THREE MAJOR TELEVISION NETWORKS 


Year after year, advertisers invest more and more money in LOOK. They find that Look’s 


“exciting story of people” provides a dynamic showcase for sales .. . that, against the 


Look background of ‘warmth, understanding and wonder,” their advertisements work with 
9g f 


unmatched efficiency to capture the imagination and response of 24,800,000 Americans. 
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titled, “Consider the Turtle—He/| my life.” 


This was indeed an appropriate 


You Ought to Know « « Henry Mayers - 


tising Agencies Assn. for his con- he did not consider the odds. 
tribution to western advertising, he| To him the opportunity repre- 
accepted the award with a speech sented “the greatest challenge in 


Sticks His Neck Out.” ing for the Los Angeles division of | 


Advertising Age, February 3, | 


| Some of|pointment of the Mayers Co.—to Mayers Dealer Service, New Yo) 
benpete agent Aagh gram mene abe recommendations as to how| which specialized in dealer disp) 
ials, had been used by the local Sears could advertise nationally material. Before the war he | 
for Sears divisions and, later, to handle that advertis- | free lanced briefly, selling carto: 
When Henry Mayers, Cunning-|geles would not have once chance | throughout the country. ing. A year later the Mayers’ agen-|to the old humor magazines, L. 
ham & Walsh, Los Angeles, was/in 1,000,000 of getting a national | 
cited on Jan. 21 by his fellow ad-|account based in Chicago, it was ® His appearance before Sears’ ex- & Walsh to provide on-the-spot In 1922, Henry moved to I 
men in the Western States Adver- characteristic of Henry Mayers that| ecutive lineup was preceded by a service needed by the account. Angeles and with his brothe: 
|40-odd page memorandum mar- Jesse and Arthur, he formed ; 
\shaling his ideas and experience s Mr. Mayers qualifies as an old | Mayers Co., direct advertising sp 
with respect to Sears operations. timer in advertising. He started in 'cialist. Later they added operati: 
|In his appearance he did not make the business right after World War | of Angelus Press. 
Cannot Make Progress Unless He| He had been handling advertis-|a presentation—nor has he since. 1, when he went to work for his} In those days, when advertisi: 
From this came the agency ap- brother as art director of J. R. | agencies were not so numerous 


cy was merged with Cunningham Puck and Judge. 


title for Henry Mayers. He has) 
spent much of his life “sticking his 
neck out” when he felt an idea or 
principle warranted it. This has! 
happened frequently, because he 
has a strong sense of principle and’ 
an active, almost restless mind, that | 
is at once creative and practical. | aes 
These characteristics made their | ‘a 
contribution some years ago when 


| 

Henry Mayers | 

| 

the name of Henry Mayers made | 

headlines as a result of the acquisi- | 

tion of the national advertising ac- | 
count of Sears, Roebuck & Co. 


s Although he headed the Mayers 
Co. at that time, a small, strictly 
local agency in Los Angeles, he | 
was not unknown in the business. 
He was one of the founders of | 
Western States Advertising Agen- | 
cies Assn. and had served on its 
board. He is a past president of the | 
First Advertising Agency Group 
and a past member of the board | 
of governors of the Southern Cali- | 
fornia chapter, American Assn. of | 
Advertising Agencies. 

When Sears began thinking about 
national advertising, as might be) 
expected, the nation’s top agencies 
were competing for the account. 
While most men would have) 
thought a local agency in Los An-| 


If You're In Electronics, Communications 


Electronics purchases by the military during 
1957 should reach a whopping $3.9 billion. 
Smalier producers of electronic specialty items 
will be in a stronger position this year for | 
they will deal more and more directly with the | 
prime contractor. Uncle Sam is issuing more | 
Girect contracts and is broadening his base 
of suppliers in the electronics fie 


oe Bie 
a ro 10,000 primary defense buyers and sub-con- 

i tractors need the facts about the electronics, 
, Communications and photographic gear you 
sell. They read SIGNAL, the official publica- 
tion of the Armed Forces Communications And | 


Electronics Association. You have 12 oppor- 
tunities a year to sell them in SIGNAL. Get 
the low page rates and the details from 


nf h 
GH) OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 


72 West 45th St, New York 36, N. Y. 


. long the publication of authority serving every phase of America’s 
$41, billion shoe industry. Published on the 1st and 15th of every month, 
it accurately reports all up-to-the-minute news of the industry, mer- 
chandising developments and fashion trends, and many other interests of 
the trade. Its faithful audience of more than 22,000 readers includes the 
buyers, merchandising managers, and other executives in leading inde- 
pendent retail shoe stores, chain stores, department stores, and manu- 
facturing organizations — the people who decide and buy. 


@ ® ® 


Boot and Shoe Recorder is published by Chilton —a company with the 
resources and experience to make each of 16 trade and industrial publica- 
tions outstanding. In keeping with policy, the staff of Boot and Shoe 
Recorder devotes full time to the publication, striving for editorial exce! 


lence and quality circulation, earning the confidence of readers and adve- 
tisers alike. 
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Los Angeles, the Mayers Co. fre-| 
quently filled that role as weil. | 
Although basically specialists in 
direct mail advertising, the compa- 
ny began placing media advertising | 
for a number of clients as well. 

This dual operation continued 
until 1947, when the brothers di- 
vided forces, and Henry took over 
the advertising agency end exclu- 
sively. 


s The Mayers Co. had its share of 
the usual problems of a small agen- 


cy, among them (1) potential or 
would-be advertisers with no mon- 
ey and (2) fighting the large agen- 
cies for desirable clients. 

“Some may remember Stay-Neet, 
a simple combination of a razor 
blade and comb that was designed 


|\to cut hair, and sometimes did,” 
|Mr. Mayers says. “The inventor of 
this device was kindly referred to 


us by BBDO, which at that time 
had a minimum fee of $750 a 
month. 

“The Stay-Neet inventor could 


not pay that; he was told to go to 
the Mayers Co. which, being on 
Main St. at that time, took accounts 
for only a $250 monthly minimum. 
The Stay-Neet product looked so 
|dubious to me that I felt uneasy 
jabout taking that $250 fee,” Mr. 
Mayers recalls. 

“But my staff had more faith 
than I did. Through the vision and 
hard work of my associates, the 
Stay-Neet account within less than 


a year started running four-color 
pages in Life, The American Week- 


ly and several other magazines. | 
About 7,000,000 were sold, making | 
more than $1,000,000 for the owner 
in little more than a year. 

“By way of gratitude, our newly 
flush client then decided to take 
the account to BBDO. 


s “A few years later, the Adolph’s 
meat tenderizer account came to 
our office. I call it an account, but 
the owners didn’t even have the 
$50 we suggested they invest for 
a new label design. They got a 


roe 


Chestnut and 56th Streets « Philadelphia 39, Pen 


you can sell best in 


BOOT and SHOE RECORDER 


39 


cousin in art school to do it free. 

“My associate, Jim Shelley, now 
with McCann-Erickson, had faith 
in the meat tenderizer, so I went 
along with his desire to work with 
the two young men who owned it. 
He eventually developed the ac- 
count into an important piece of 
billing.” 

This kind of thinking is embod- 
ied in a strong belief of Henry 
Mayers. It had its beginnings in 
1935. At that time, his energies led 
him into a business activity, which 
although only a side interest, in 
itself would constitute enough suc- 
cess for most men. 

In that year he took on the han- 
dling of promotion and sales for 
Market Sales Service (later pur- 
chased by Pacific Indoor Adver- 


|tising), one of the earliest compa- 
mae (nies in the in-market advertising 


Publishers of: Department Store Economist « The Iron Age + Hardware Age + The Spectator + Automotive Industries +« Boot and Shoe Recorder 
Commercial Car Journal « Butane-Propane News « Electronic Industries « Jewelers’ Circular-Keystone + Motor Age « Gas + Hardware World 
Optical Journal & Review of Optometry « Distribution Age « Aircraft and Missiles Manufacturing « Business. Tec hnical and Educational Books 


business. The service consisted of 
furnishing signs showing the sec- 
tion number and listing items on a 
specific gondola, with an advertis- 
ing billing for some company or 
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for ad men 
everywhere 


MY ANVIL 


From Thirty Years 
in Advertising 
By JAMES R. ADAMS 


MacManus, John & Adams, Inc. 


Here, for all concerned with 
advertising technique and pol- 
icy, the author of a quarter of 
a billion dollars worth of ad- 
vertising states his belief in 
the worth and purpose of ad- 
vertising. He gives practical 
advice on strategy, how to 
nourish the creative mind, buy- 
ing motives, copywriting, art, 
media, and on how to promote 
the most fruitful relationship 
between advertising and indus- 
try. $3.00. To examine a copy 
10 days FREE, clip your name 
and address to this ad and mail 
to 

HARPER & BROTHERS, Dept. 32, N.Y. 16 


“I can't think of any- 
one who would not find 
John Caples’ new book both 
interesting and profitable read- 
ing." —BOB FEEMSTER, Choirman, 
Advertising vodesation of 


-_ 


America 


OHN © 
atte prisms, 
psa 


An invaluable guide for ihe 
copywriter to help him make 
his ads do what they're sup- 
posed to do—SELL. Mr. 
Caples gives, step by step, 
the secrets of the successful 
copywriter’s art—with plenty 
of examples of actual ads 
that have “pulled their heads 
off.” $4.50. To examine a copy 
10 days free, clip your name 
and address to this ad and 
mail to: Dept. 32, HARPER 
& BROTHERS, N. Y. 16. 
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product. 

During the next two years, as he 
made traffic counts for promotion 
purposes, he was impressed by the 
potential which food market traffic 
offered for non-food items, partic- 
ularly toiletries and health and 
beauty aids. However, he couldn't 
sell anyone on the idea of doing 
something about it. 

So, he recalls, “I found a fellow 
who knew something about the 
drug distribution business (Ken- 
neth L. Dewing, who still heads 
the operation), and we went ahead 
—first, experimentally, then with 
as many dollars as I could spare. 
That simple merchandising 
became Handy Spot Inc., of South- 
ern and Northern California—a 
money maker for all concerned.” 

Handy Spot was the first rack 
jobber of toiletries in food stores, 
and it is still the biggest in the 
US. in that category. Henry May- 
ers retains a one-third interest in 
the business, now valued at more 
than $1,000,000. 

In essence, this and other busi- 


ness activities sprang from ebeer- | clients I ever had in the agency’ neglecting his clients. Actually, 


idea | 


vations early in his agency experi- 
ence. As he points out in the cases 
of Stay-Neet and Adolph’s, “It is 
sometimes easier for a conscien- 
tious account executive in a small 
agency to make a client rich than 
to get rich himself. 

“I had observed this phenome- 
non of able, resourceful agency 
men, fellows who were not merely 
good creative men, but all-around, 
good business counselors as well, 
contributing very substantially to 
the fortunes of their clients, yet 
earning comparative peanuts out of 
their modest budgets. 

“For this reason, I believe that if 
an alert advertising man sees a real 
business building opportunity call- 
ing for his special talents, he 
shouldn't hesitate to go into it on 
his own, if he can do so without 
depriving the baby of shoes or 


| cashing in on his life insurance.” 


® Relating this philosophy to 
Handy Spot, Henry Mayers says it 


the good ideas I ever sold to all the 


HONORED — 
Henry Mayers 
(left) receives a 
plaque “for con- 
tribution to ad- 
vertising in the 
West’’ from 
James Speer, 
Speer Advertis- 
ing Agency, Los 
Angeles, pres- 
ident of Western 
States Advertis- 
ing Agencies 
Assn. 


business.” 


|cess of an outside business without | viewpoint—as 
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| Some tough, competitive busine .” 
In his opinion, such an assc: 
|tion also increases the statur. 
the adman with his clients. To H 
|ry Mayers this is important, 
it seems that many clients some). 
cannot reconcile creative ab’! 
|with a capacity to grapple y 
business in its drabber aspect: 

The wide-ranging interest 
Henry Mayers will never allow |) 
to become a man who assun 
\“50,000,000 Frenchmen can’t 
wrong.” As a result, he has le: 
few battles as a citizen and a- 4 
member of the ad business. 

In the advertising business, H 
ry Mayers has differed with a 
ciation groups on several occas- 
sions. He has felt that associations 
|place too much stress upon the 
opinion of lawyers, who, he }be- 
lieves, are “inept” in public re|.- 
tions. 


feels, “nothing so improves one’s | ; = 

He believes that with “one or|capacity as a sound advertising|* Looking at the advertising bu 
more smart partners,” it is possible |counselor—nothing so develops |ess in the light of public relatic: 
has paid him off “better than all| for an agency man to make a suc- one’s appreciation of the client | and civic responsibilities, Mr. May - 
| participation and|ers cites his experience with the 
he|major responsibility in operating 0Utdoor industry. As a member of 


|Los Angeles Beautiful, he recog- 
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/nizes that people in this and simi- 
jlar movements do not always un- 
derstand the outdoor industry. 

On the other hand, he feels the 
outdoor industry could be more 
\cooperative with city planning 
groups. The fact it is not may be 
attributed, he thinks, to the adver- 
tising business as a whole. “The 
tendency is,” he asserts, “for the 
advertising business to jump auto- 
matically to the wrong side when 
constructive civic projects or laws 
{to control outdoor advertising are 
‘considered. 

“There is a continual tendency to 
go along in trite opposition to any- 
thing labeled as being against ‘free 
enterprise’ without looking under 
the label. The result often is that 
advertising groups are identified 
with the worst in advertising prac- 
tices. This is negative public rela- 
tions and unnecessary. In many 
things there is no need for adver- 
tising groups to take any position.” 


® He has a personal project he 
feels could improve industry pr 

“We agency men have it within 
our power to contribute to society 
something it needs from us far 
more than it needs campaigns to 
encourage Red Cross funds and to 
discourage roadside litter, impor- 
tant as such drives are,” he says 

The job he has in mind is the 
spurring of public leadership by 
advertising people in a drive “to 
awaken Congress and the admini- 
stration to the importance of doing 
a better propaganda job in the cold 
war.” 

He doesn’t feel that because ad- 
men can sell soaps and cereals, 
they should mastermind the U.S 
information program. But he doe 
object to the opposite opinion of 
many in Washington that profes 
sionals in communication shou! 
not be listened to. 


® In his opinion, before the go 
ernment can do the necessary et 
fective and convincing propagand 
job with the rest of the world, to 
leaders must be convinced of th 
relative importance of such activit 
in the over-all defense of the We 
Asserting that leadership 
needed to accomplish this, he say 
“We men and women of adv: 
tising, who understand better th 
other Americans the potentials a:. 
the techniques of mass communi 
tions, are the most logical citiz« 
to provide that leadership. Throu 
our adclubs and our other orga! 
zations, advertising people « 
spark a mass movement to reve! 
Washington’s present attitude 
apathy and defeatism toward 
| propaganda problems.” 
| This position of Henry May: 
jis not new. On two occasions 
/has purchased space in ADVERTIS 
| AGE to urge admen to write t! 
| congressmen, talk with newspap: 
and get excited about the need { 
a better propaganda job. # 


es oe a ee ee re I eo yo aa | OS ME? MSS ee NR ga er a yee ee a.) a a De ee ie a aa li ne nl RE eng a yr inl RR cme SAR 
9). See me aig Na Me ames eam A ON ys GA Cal 
tune - Soe Bo = exec Lethe aoe MOE eh er << By y . Cromeeet ies. re i aia ee” EE AY ae oe 5 | gos Seen . Seem eae teen we a pnteee a er gas 
2S ee Sy a x Sa oN aie <aght see eae aes eke eo Sa oor * ‘ é oat te eet % pans De ty Meee ere 4 
ar joists eee ae a Se «er en ee, ee et ee Re ee ee. ee gc Cr 
“. ee ne ee" cay RI ne aa a EO eee eres. hae gee ee et ee ee a 
= a a Bee 1 Te eae Cother ea. Wee Sete ee ce see eo ees Re AM aN rs CER ogee ieee Fiat Cy ae fs ee alas re Rae emia © May neue eee yh Ls we Tis s . : aes ne 8 7 eee ee ee eee 
2 : Be a oi ae a a Ae aay sae igiae = + es ee Ms (Mec oy um rei get 7 Bae. c3" tee’ Ra * ve pu iy aan Pe at Gees) i ‘ ‘ ie cane * 
a ae | 
Ss 
| - 
* iene eo we eS : = : 
. " . re. oad 
; . ae ane : . 
J r a ¢ 55 
a ae ee oF is 
+ ; ae co § 
, wa : gt 
# cf fa 
‘5 5 4 
. y wil es : 
: ae Te a 
: aha. ¢ i = 
i wy ee —- i 
b ‘Sa be oS 
is soo a ie 
: pies *, ae 
BS ne ee 7 ey ee ee! 
fat le A a Me i . en as 
< Po: fs a f.. Sa anes ere 
2 - 2 ~ A 3m are EA { 
ba oe $ : We, a t . pias ; sar eS 
. iia’ 20 < a ee 
5 : eae a se : Be NE on a 
of Se ee TI ae eer as 
: i? a — pease | 
3 on ys ae oe a ree ne 
% Me er 
; rene . = elt i 
| pes ea z ae , ie - OF eg ge 
| eS 
ar a 
me 
il 
‘| 
. 
. a = - 7 SS 
| rT ’ alee e a mf 
, =f ‘ ‘ ate 
aA z 
? eat 
ms * al 
: i ¥ | | 
? ‘3 ga f > - | 
| W — g a | 
oa . Sk sy 5 : ame 1 Riedeh eg eae ats ! 
5 ee re in a eg ae > age 
% ; ee ee “_ ack pe a i cea = * { 
aa, ne 
5 re . t. { 
5 ‘ 
rs ee ee ke er oe | 
f i | 
. bs ' 
‘ J GCRATIA 
; , * - % e J) 
a 4 SQ > 7 | 
; 4 | r by a 
a ; , ; F 
+ , § 
é ; 
, oi */ 
. bad : 3 Ad 
. ' in WS 
f ais q «6.6 Se aes 26 eee 
j s * “f 
: | | 
rs ‘ 
. p 7 of | 
. | } fi i f | 
s : 
ha Fr . 
a : = - 
‘ | 3 F 
; | 
* s 
J » L S f | 
| } 
3 | 
, ; ~—)\ 9 
, i jams 
Sie ye Sy ; | 
= ad x q , 4 ‘ | ‘ 
ws — % | 
7 4 ; - 
+. | YW ‘ ’ 
i? Hs 
| : ca 
4 . : 
i 
ois 
Re on ce ge, es ae wa: 2 Ral ere ae eo KS gan Sa mi cles aa gianmok e a nt ' 2275 rays : Lipa Lis ae ae ene : ae ~ 
ee ek he Oe eee ete en or apg ae ae cee een rn RO al eee ee ee ee Nib SO age ee elaine eee Me a 2s ca ee aaemane s f ea ae Aer 
am, a ue A aegis ige pees " pe ie eh. Meera} eve je pee ee CL i ae ee ae ars . Woke gs _ fe cies 


advertisers 


oe 


cA) 


Allied Radio Corporation 
American Machine & Foundry Co. 
American Seed Company 
American Telephone & Telegraph 
Art Instruction, Inc. 

Artistic Card Co. 

Bendix Aviation Corp. 

Bike Web 

Wallace Brown 

Brown Shoe Co. 

Browning Arms 

Cardinal Craftsmen 

Carlisle Tire & Rubber 
Cheerful Card Co. 

Chevrolet 

Chilton Greetings 

Chrysler Corp. 

Coca-Cola 

Crosman Arms Co. 

Daisy Mfg. Co. 

Doehla Greeting Cards 
Doubleday & Co. 

W. L. Douglas Shoe Co. 

Dow Corning Co. 

Dremel Mfg. Co. 

Du Pont Home Furnishings 
Eastco, Inc. 

Eastman Kodak 

Elmira Greeting Card Co. 
Endicott-Johnson Corp. 
Evinrude Motors Corp. 

Field Enterprises, Inc. 

Ford Motor Co. 

Fortune Shoe Co. 
Friedman-Shelby Shoes 
Garcia Corp. 

Post Cereals Division of General Foods 
Fisher Body Div. of General Motors 
Institutional Div. of General Motors, 
A. C. Gilbert 

Goodyear (Bike Tires) 
Goodyear (Neolite) 

Grit Publishing Co. 
Hallicrafters Co. 

Heath Co. 

Hedenkamp & Co. 

H. J. Heinz Co. 

Himalayan Pak Co. 

M. Hohner Co. 

Johnson & Johnson 

Junior Sales Club of America 
Joe Lowe Corp. 

MacGregor Co. 

Marlin Firearms 


ran at least a page 


in 1957... 


BOYS’ LIFE’s solid boy audience 
delivers a concentration of 

new buyers with more new earning 
and buying power packed into 

one market than you'll find in any 

ad medium today. Boy population 
will grow 53% in the next ten years 

to 15% for the population as a whole. 
And, you can be assured, as the 
market grows, so grows BOYS’ LIFE. 


DE ge ee Re ST a aE ae ee Se eT 


The Magazine That Reaches the NEW GENERATION «+ Published by the Boy Scouts of America 


Mayflower Stamp Co. 
National Co. 

New England Art Publishers 
Northwestern School of Taxidermy 
Pennsylvania Athletic Products 
Pepsi-Cola 

Peters Cartridge 

Peters Shoe 

Quaker Oats Co. 

Rawlings Sporting Goods 
Remington Rand 

Remington Arms 

Revell, Inc. 

Savage Arms Co. 

A. Schrader’s Son 

Seamless Rubber Co. 
Seven-Up 

W. A. Schaeffer Pen Co. 

A. G. Spalding & Bros., Inc. 
Stewart-Warner Corp. 
Sunshine Art Studios, Inc. 
Sylvania Electric Products Inc. 
Talon, Inc. 

True Temper Corp. 

United Fruit Corp. 

U. S. Rubber (Keds) 

U. S. Rubber (Bike Tires) 
Voit Rubber Co. 
Weyerhaeuser Timber 
Wilson Sporting Goods 
Winchester-Western 
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THE TOP 10 MAGAZINES—1957 


Total Advertising Pages* 
1. BUSINESS WEEK 6,024 
2. The New Yorker 4.984 
3. Life 4,218 
4. Time 3,361 
5. Newsweek 3,350 
6. The Saturday Evening Post 3,301 
7. U.S. News & World Report 3,084 


y 8. Fortune 2,244 q 
& 9. Vogue 1,851 
10. Look 1,765 


*Seurce: Publishers Information Bureau (excludes trade, technical, and industrial publications) 
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| Cottage Cheese Promotion ° 
Pool Data on Prrpegt> ay doe 


Motive Research, | The American Dairy Assn., Chi- 
tt | cago, will feature a “work-free sal- 
British Admen Urged 


|ad” promotion in its cottage cheese 
‘campaign in March. The Cling 
Lonvon, Jan. 28—The Institute|Peach Advisory Board and Frito 
of Practitioners in Advertising has Co., whose products are featured as 
issued a report to member agen- salad ingredients, will help under- 
cies urging the advantages of pool- | write ad costs. 
ing knowledge on motivational re- 
search. (IPA is the British oppo- | color ads in The American Week- 
site number of the American Assn.||y, Family Weekly, Parade and 


of Advertising Agencies.) | This Week Magazine, a color page 
The booklet, prepared by the 


The ad schedule includes page| 


in the March edition of Better 
Homes & Gardens; spots on the 
Perry Como show March | and 15; 
40 radio spots during the first two| York, and George W. Straub, west- 
|weeks of March over NBC: 2,400/ern art director in Chicago, have 
outdoor signs; plus display and been named vps of OAI. 

home delivery material. Robert W. Cress, formerly sales 


new positions. Joseph J. Campana- 


Advertising Age, February 3, 1 


vision, Chicago, administrative vps, ; Wilding Gets New Offices 


Wilding Picture Productio: 


ro, national art director in New/Chicago, is moving its New Y. 


branch to larger offices at 405 Pa 
_Ave. Production studios will : 
j}main at 69th and Lexington Si 
|New York. 


promotion director in OAI’s Chi-| 


OAI Names Four VPs, cago office, has been promoted to 


Boosts Cress, Adds Carlson ; 
Outdoor Advertising Inc. has office. Richard A. Carlson, former- 


named Robert C. McBrine, vp, ly a specialist in the merchandising 
eastern division in New York, and department of Hotpoint Co., has 
George D. French, vp, western di- been named to succeed Mr. Cress. 


an account executive in the Atlanta | 


_Appoints John Kolen 

John N. Kolen, formerly wi: 
William Douglas McAdams In 
has joined Burdick, Becker & Fit: 
simmons, New York, as marketi: 
director. 


IPA’s research committee, says 
that motivational research, “al-| 
though rapidly outgrowing both 
claims as a marketing panacea and 
charges of charlatanry, is still in 
its development stage. 

“This implies that the presence, 
of the formally trained psycholo- | 
gist will continue to be necessary | 
in the design, implementation and | 
interpretation of motivation re-| 
search.” | 

Dealing with the development of | 
market research techniques in 
Britain, the report says they have 
always tended to suffer from the 
need for security on the part of the 
commissioning company. 

“It would be a pity if the same 
thing were to happen in the case 
of motivation research. There is 
clearly a considerable wastage of 
effort in individual companies 
pursuing similar, or perhaps even 
identical, lines of inquiry in secret 
isolation,” the report asserts. 


= “The advantages to be gained | 
from a pooling of knowledge are 


How to be in solid all 


with the hard core of 


considerable and almost invariably | 
mutually beneficial. It is fully re- | 
alized that the findings of motiva- | 
tion research cannot always be 
made public. 
“But it is in the field of devising 
successful techniques that the fu- 
ture of motivation research lies, 
and, even where the results must 
remain confidential, it is to be| 
hoped that the methods used may | 
be known to others in the field.” 
The 18-page booklet aims to give 
British agencies a rounded report 
on motivation research. It begins 
with a definition of motivation re- 
search, its scope, its techniques 
both direct and indirect, and the 
interpretation of its findings. 


® Regarding the scope of motiva- 
tion research, the report says that 
some types of problems are ob- 
viously more susceptible to treat- 
ment by this technique than are 
others. Perhaps the most obvious 
of these is in the treatment of sub- 
jects that are highly emotional, 
such as those dealing with cos- 
metics, personal hygeine and the 
like, and which might be expected 
to involve feelings deeper than) 
surface reactions. 

Another likely use for motiva- 


American 
Builder 


ESTIMATING 
HANDBOOK 


As 
OvER 100 
DETAIL PLATES 


Directory eee 


and 


tion studies would be in situations 
involving the launching of a prod-— 
uct entirely new in concept, where 


_WHAT ro use HOW °° ose WHO ware ov 


knowledge of existing consumer 
habits might be inadequate, the 
report indicates, adding that it can 


aren 19se 


Will this be the biggest APRIL DIRECTORY AND 
BUYING GUIDE in American Builder’s history? 
You’re the one man who can answer that. It will be 
the biggest—and the best and most useful—if you 
will run the biggest, and best, and most useful 
advertisement you’ve ever put together... in 
its avidly sought-after pages. 


What-to-buy and where-to-buy-it was never so criti- 
cally vital to builders as it is this year. Speed, sales, 
profits all hang on the right products and the right 
sources of supply — from materials of construction 
to fittings and appliances. If you have something — 
anything to help builders make sales... April is 
when to start telling them, and American Builder’s 
APRIL DIRECTORY AND BUYING GUIDE is 


where to tell them. 


You don’t dissipate a penny flagging down products. 
Here’s the one place and time they come eagerly 
seeking out you...and they keep right on doing it 


also help in building the brand | 
image. + 


‘Maclean's’ Reduces Base 
Maclean’s Magazine, Toronto, has | 
dropped its average circulation rate 
base from 600,000 to 575,000, effec- | 
tive March 1. A new rate card for | 
the reduced base, No. 39a, shows) 
no advertising rate increases. Ad-| 
vertisers who used Maclean’s aol 
tween Oct. 12, 1957, and Feb. 15, 
1958, will receive a credit allow- 
ance of 4%. 


Bianco, Rath Join Spitz 

Beverly D. Bianco has been | 
named radio-tyv coordinator, and J. 
Arthur Rath has been appointed 
account executive of Spitz Adver- 
tising Agency, Syracuse. Miss Bi- 
anco previously held a_ similar 
position with C. E. Chappell & Sons, 
and Mr. Rath was advertising| 
manager of Pocono Record Inc., 
Stroudsburg, Pa. | 
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Campbell-Mithun 
Names Ikari Under 
Exchange Setup 


MINNEAPOLIS, Jan. 28—Camp- student, Mr. Ikari worked in the| purchasing for a Japanese lead |new utility division. 
bell-Mithun has joined the foreign | agency’s mail room and radio-tv | 


products company. After his stay 
employe exchange program, be- | department. 


coming the first U. S. agency to| His transfer from exchange stu-|to continue working in advertis- 
hire an Oriental under the pro- | dent to agency exchange employe | ing in Japan. 


gram. was approved by the international 
Ray Mithun, president of the 


agency, said Tomohiko Ikari, for- 


|merly an exchange student at the, pleting a training program, he will; 
| University of Minnesota, will|be assigned to an account group. | Dwight 
study advertising methods at 


the State Department. After com-|the agency program. + | the company in 1954. 


Whirlpool Promotes Anneaux 
R. Anneaux, 


at Campbell-Mithun, he expects MONY Boosts MacKenzie _cony 

William H. MacKenzie has been| week, peering into the crystal 
named assistant director of sales| ball for the 1958 outlook, can al- 
Lee A. Terrill, agency adminis- promotion of Mutual Life Insur-| most see a reflection of the year 
educational exchange service of|trative vp, is officer in charge of|ance Co. of New York. He joined just past: They face the same 


year long 


> the building business 


continuously for the next 365 days! And just look 
at what you get... 
Seven Big Directories Under One Cover 

1. Structural Materials 


2. Doors, Windows, Millwork, Floor and 
Wall Finishes 


3. Hardware and Building Specialties 


4. Appliances, Electrical Heating and 
Cooling, Plumbing 


5. Tools and Construction Equipment 


6. Management and Business Reference, 
Prefabrication 


7. Classified Buying Guide of Products 
and Equipment 


Act now — reserve generous space today to cover 
your full product story ...Closing date ...February 
25, 1958 


April 1958 Directory 
and Buying Guide 


®american 
Builder »0 cuurcu sr, New YORK 7, N.Y. 
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, Goodyear Says 
sales manager, special markets, Home Builders Like 
Campbell-Mithun for six months|s Mr. Ikari, 31, is a graduate of | Whirlpool Corp., St. Joseph, Mich.., | ° 


under the State Department em-| Jiyi Gakuen (University), Tokyo,| has been promoted to the new po- Indust 
| pPloye exchange program. While a| and was in charge of sales and|sition of general manager of the 


ry Ad Proposal 


Cuicaco, Jan. 28—Members of 
| the National Assn. of Home 


|Builders in convention here last 


| problems; they hope to accomplish 
|\the same things. And their presi- 
dent says the industry will prob- 
ably build about the same number 
|of homes. 

| About 30,000 manufacturers, 
suppliers and builders attend- 
ed the 14th annual convention. 
No. 1 problem they face in ’58 is 
financing. Joseph B. McGrath, 
legislative director of NAHB, said 
|that mortgage discount controls 
|}will be an important housing 
issue in the new session of Con- 
gress. 

The association has called for 
the end of control over mortgage 
discounts by the Federal Housing 
Authority and the Veterans Ad- 
| ministration. 


se George S. Goodyear, NAHB 
president, said the number of 
homes built in 1958 will at least 
equal, and possibly surpass, the 
| 989,100 total of last year. About 
/1,093,900 homes were built in 
1956. 

| Mr. Goodyear said plans for an 
| industry wide advertising program 
jare receiving wide acceptance 
| among builders and manufactur- 
ers. The program, not yet formal- 
ized, is designed to convince 
people that now is the best time 
to buy a new home. 

The NAHB president also raised 
an objection to the housing in- 
dustry being looked upon as 
“economic ballast’—shrinking it 
or expanding it according to what- 
ever level of economic activity is 
considered best at the time. 
| Parents’ Magazine presented 
awards to six builders in _ its 
eighth annual competition for the 
best homes for families with 
children. They were Brown & 
Kauffmann Ine. and Eichler 
Homes, both of Palo Alto, Cal.; 
Ross & Rigoglioso, Centereach, 
Long Isand, N. Y.; J. Alvin Haw- 
baker Inc., State College, Pa.; Hol- 
lin Hills, Alexandria, Va.; and 
Elmer Gavello, Sunnyvale, Cal. # 


ONLY the RECORD and JOURNAL 


» * 


_— 


© COVER 
Meriden + Wallingford, Conn. 


Looking for a big- 
buying, easy-to-cover 
market? It's yours in 
Meriden-Wallingford! 
Size? Nearly 100,000. 
Retail sales? $90 million 
yearly. Coverage? 97 %, 
with The Record and 
Journal. And—no Hart- 
ford or New Haven ABC 
newspaper has more 
than 500 circulation 
here. 


The Meriden 
RECORD ond JOURNAL 


Meriden * Connecticut 


Notional Representatives 
Gieman, Nico, & RutTHman 
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FOR BEST RESULTS 


Follow the Lead of These 
Smart Retail Advertisers 


Management of these corporate chains, operating stores in Chicago and 
Gary, know Chicago newspapers have little or no effect in the Gory 
Area, so they are consistent users of large space in 


THE CARY POST-TRIBUNE 


Gary's only newspaper, daily and Sunday 


A & P, Kroger, National Tea, Jewel Tea, Sears-Roebuck, Goldbloatt’s, 
H. C. Lytton, Fish Furniture, Robert Hall, Richman Bros., Walgreen's, 
Busch Jewelers, S. S. Kresge, W. T. Grant, and others. 

Merchandise advertised covers every type of consumer goods. 

These chain retail advertisers are close to both markets. They, and 
hundreds of independent merchants, are outlets for national advertisers’ 


products. For increased sales, support this distribution with advertising Roncov : Fritsche apres 
in THE GARY POST-TRIBUNE, the newspaper with a proven record for DONOR—Mrs. Jeannette Fritsche, deputy executive director of the 
i building soles. U. S. committee for the United Nations’ international children’s fund, 
National repr ives: BURKE, KUIPERS & MAHONEY receives a check for $300 for UNICEF from Ezra Dolan, president of 


the Publicity Club of New York, while Stephanie Rancou, chairman 
of the committee responsible for raising the funds, laoks on. 


Talk about MINING, we're ~ 


ReGee (Republic-Gazette combination) has a boy friend who digs in 
and gets results! Her boy friend (Arizona) leads the nation in percentage 
growth of MINERAL PRODUCTION, as well as in buying income, bank 
Se deposits, life insurance in force, manufacturing output and value of farm 
Sb products. He’s second only to Nevada in percentage growth of population. 
ReGee is mighty popular with her winner boy friend. ONE OUT OF 
EVERY TWO FAMILIES in booming Arizona subscribes regularly to the 
Arizona Republic or the Phoenix Gazette, the state’s dominating ad media! 
Take advantage of ReGee’s popularity! Buy the papers with the 

deep influence in the growing state! 


— National Representatives—Kelly-Smith Co. 


Leading the Nation ~*~ 


A member of the Metro Sunday Magazine and Comics Group. 


| j > | Phoenix REPUBLIC | 4yd Ga zette | ( 


Borden Combines 


Two Units in New 
Foods Division 


New York, Jan. 28—Borden Co 
has consolidated its cheese and 
dairy food operations into on 
division as the result of a year- 
long study by the company and 
management consulting groups. 

The new division will be known 
as the Borden Foods Co. and will 
be a consolidation of its Borden 
Cheese Co. and Borden Food Pro- 
ducts Co. divisions. George M. Mc- 
Coy, formerly exec vp of the Bor- 
den Food Products Co., will be 
marketing vp for the new division 

Sam Thompson moves from ad- 
vertising and merchandising vp of 
the old food products division to 
vp of general advertising and mer- 
chandising for the new division. 
Will A. Foster, advertising vp fo: 
Borden Cheese Co., becomes pub- 
lic relations vp of the new setup 

No agency changes are expected, 
although, the company said, “it is 
still too early to say.” The Borden 
agencies are Young & Rubicam; 
Benton & Bowles; Doherty, Clif- 
ford, Steers & Shenfield; Fuller & 
Smith & Ross; Paul Klemtner & 
Co., and Lennen & Newell. 


8 In another reorganization step, 


the company has set up a new and 
autonomous southern = _ division, 
embracing dairy and food product 
operations in eight southern states 
This is the company’s second re- 
gional unit; two months ago, it 
formed the western division, cov- 
ering dairy and focd operations in 
the western states. 

In the Chicago milk division ot 
the Borden Co., Albert C. Fische 
has been named advertising and 
merchandising manager, succeed- 
ing W. A. Jimison, who has been 
promoted to advertising directo: 
of Borden's Chicago-Central (fluid 
milk and ice cream) district. M: 
Fischer’s most recent assignmen! 
was coordinating the division 
activities for the year-long Borde: 
centennial celebration. = 


Alban 
doe: 
at! 


See page 90 
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YOUNG & RUBICAM,”© 
Advertising 


NEW YORK - CHICAGO + DETROIT «SAN FRANCISCO « LOS ANGELES - HOLLYWOOD - MONTREAL - TORONTO 


LONDON + MEXICO CITY FRANKI'URT : SAN JUAN « CARACAS 


In some advertising, the selling 
message ends with a period. 


In other advertising, the selling 
message ends with a sale. 


In either event, it costs the adver- 
tiser just as much to run a poor 
ad—as it does to run a good one. 
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This custom-built, electrically controlled conveyor sys- 
tem delivers pre-counted and tied bundles of papers 
directly into trucks at lower-level loading dock. The 
dispatcher at the desk directs the flow of papers by 
push-button, to speed loading and delivery. 


These new high-speed presses offer the greatest 
possible flexibility in full-color printing throughout 
the paper. They are the only newspaper presses in 
Chicago capable of this versatility. They can pro- 
duce 52,000 128-page newspapers an hour. 
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Sun-Times... 
‘things are happening. 


This week end, Chicago witnessed the dedication of the 


Sun-Times’ new home at Sun-Times Plaza on the north bank 
of the Chicago River. Working in the world’s most efficient 
newspaper plant, the Sun-Times staff can better serve its 


growing number of readers and advertisers. 


5 CHICAGO’S MODERN NEWSPAPER! 


This is a section of the new Sun-Times electronically controlled tube 
system, which is dialed to deliver messages anywhere in the plant 
in split seconds. Developed in West Germany, the system is the 
most efficient equipment of its type in the world. 


Shown here is the Sun- 
Times’ ingenious new 
Letter-fax, a newly devel- 
oped electric eye device 
for super-fast transmis- 
sion of last-minute city 
news to the paper. 


y *NEW because we are completely established in our new modern plant... which is dedi- 


cated to the faster and fuller coverage of the news for our readers, and the better presen- 


tation of selling messages for our advertisers. 
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U. S. Enjoins AFTRA the American Federation of Tele-|employes against radio station 
U. S. District Court Judge John vision & Radio Artists from at- WCKY, Cincinnati. The injunction 
H. Druffel in Cincinnati has en- tempting a secondary boycott in| remains in force until the National 


joined national and local units of connection with a strike of seven|Labor Relations Board rules on 
charges that AFTRA triec block 
|transcribed ads from aching 


WCKY. L. B. Wilson Inc., operator 
of the station, charged that the local 
AFTRA unit has caused the st: nai 
to lose $9,750 in ad revenues 


O'Neil Named Ad F ead 

R. S. O'Neil has been promoted 
WESTERN STYLE HATS to head the new advertising and | 
sales promotion department of | 
Becton, Dickinson & Co., Ruther- | 
ford, N.J., maker of thermometers, 


For Use in Connection with 


Laboratory Inc. and Wilson Rub- 


INTERNATIONAL HAT COMPANY ber Co. Man-Made Fibers Sell Only When Promoted 


° physicians’ specialties, hypodermic 
Your Western Promotion needles and syringes. Mr. O’Neil’s| AT EASe—Mary Van Nuys helps demonstrate the strength of My ’ 
duties will cover Bard-Parker, the| Adhesive Products’ new plastic tape—Kylon. Miss Van Nuys’ « 
bd company’s associate, and its sub- tume is inspired by Mystik’s new promotion theme. 
Manufactured by sidiaries, Baltimore Biological | 
| 
; Palladino Joins Murphy | wn Merit, Du Pont's Rutledge Asserts 
World's Largest Manufacturer of WESTERN STRAW HATS ES Uiietins’ 5 terme _ O ’ | g — 
. : Connecticut state senator, has| CHICAGO, Jan. 28—Man-made fi-;'them as _ synthetic fibers, said 
2528 Texas Avenue St. Louis 4, Missouri joined the staff of Murphy Out-! bers didn’t come into their own un- Charles H. Rutledge, sales promo- 


door Advertising Co., Bridgeport. til the industry quit marketing tion manager of the textile fibers 
department at E. I. du Pont de 
Nemours & Co. 

A prime example, he said, was 
the fiber known as “synthetic silk.” 
The National Retail Dry Goods 
Assn. told the industry in 1920 that 
the product was a poor imitation 
of silk, and should be marketed not 
as a substitute for nature, but on 
its own merits. In 1924 the name 
“rayon” was coined for the fiber 
(“ray” was adopted because the 
substance had a sheen; “on” was 
taken from cotton to designate a 
textile fiber). 


® “With the new name came a 
new approach to research and de- 
velopment,” Mr. Rutledge told th« 
Sales Promotion Executives Assn 
here. “These functions were direct- \ 
ed away from efforts to duplicate 

silk and were concentrated on th: 
development of the fiber as an enti- 
ty. 

“Success and advancement wert 
almost instantaneous, because by 
1927 the use of rayon had passed 
silk and man-made fibers hav: 
been ahead of silk on annua! 
poundage consumption ever since.”’ 

The producer of man-made fiber 
is far removed from the ultimate 
consumer, Mr. Rutledge said, bu! 
Du Pont uses consumer advertising 
as an “umbrella” for the retailer, 
who can cash in with tie-in pro- 
motions as the national ads are run 

Du Pont maintains a technica! 
service group to help all those who 
handle the fibers—mills, cutter 
tailors, etc.—because the fibe! 
behave differently than natura! { 
bers. A Du Pont merchandisi! 
group helps these same peopl 
play up the best features of 
fiber, he said. = 


Hit Parade Sues King 
Features in Idea ‘Theft 

Hit Parade Inc. has filed suit 
New York supreme court agai! 
the Journal-American, New Yor! 
and King Features Syndicate |! 
$100,000 damages. 

The plaintiff alleges that its id 
known as “Cartunes” is the sa 
as “Spot the Song,” a puzzi 
contest in use by the defenda! 
and allegedly stolen fron 
plaintiff. A motion to dismi 
complaint has been filed 
defendants. 


Buy Salt Lake and open the door to a million more! 114 million persons make Salt Lake 
an exceptional market that’s the exception to buying just the “first 20” markets. If you 
just run down the list, you'll pass by a good buy. Reach and sell THE ENTIRE Inter- 
mountain market with Salt Lake’s two great metropolitan newspapers. 

- ] 


, Libby 
Che Salt Lake Tribune FPN OESERET NEWS wm | does 


(MORNING & SUNDAY) 4 Sault Lake Telegram (EVENING) it! 


Represented Nationally by MOL L REC. See page 90 
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smiling st 


COMPANY E 


NATIONAL 


1957 


IOWA 


1957 13% 


60% COMPANY D 


41% —coupanye 


33% COMPANY B 


11% COMPANY A 


195; 


Increase in 1957 farm equipment sales over 1956 


(Based on sales of five of the nation’s leading farm equipment manufacturers) 
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One look at the graph tells you why these 
dealers are smiling. Farm equipment man- 
ufacturers report good sales in Iowa. Ex- 


were 75 major industrial developments in 
Iowa during 1957. 


Business is good, people are buying in 


ceptionally good compared to the nation. 
Best of all, they report the upward trend 
is continuing for the first quarter of 1958 
— as much as 28% 


Iowa. And the way to sell Iowa is adver- 
tising in the one medium that covers all 
lowa — The Des Moines Sunday Register. 
More than 68% of Iowa's 1,920,000 adults 
read it every Sunday. Only seven cities 
in the United States have newspapers with 
Iowa's industry is booming, too. There greater circulation. 


%, above 1957 in one case. 
Bumper crops and higher livestock prices 
are responsible. 


DES MOINES REGISTER AND TRIBUNE 


Gardner Cowles, President 


Combined daily: 350,000 » Sunday: 500,000 
Represented by: Scolaro, Meeker and Scott « Doyle and Hawley 
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General Motors Promotes 3 
General Motors, Detroit, has 
promoted three in the field rela- 
tions sections of its public relations 
staff. William E. Hamilton, super- 


!visor of field relations activities 
and special projects, will be in 
charge of plant city and field rela- 
tions activities. This includes su- 
pervision of General Motors’ re- 


You, too, can get 
| help in 


% recommendation.” 


Newspapers. 


Mr. John Paxson, distributor for The 


Star and Muncie Evening Press have al- 
ways been a great help. They have my 


Why don’t you use these two great Indiana 


MUNCIE, 
Notional Representatives: Kelly-Smith Compony 


ebloctive merchantieieg ) 


UNCLZ, | 


a Gulf Oil Company says, “Merchandising, f 
a that is, good merchandising, is important ' 
\ to any promotional activity. The Muncie 


INDIANA 


gional public relations offices 
throughout the U. S. He succeeds 
Kenneth C. Dick, who has been 
named assistant director of GM 
Photographic. Raymond E. Hayes, 
who has been in charge of the Gen- 
eral Motors Management Club 
Program in the field relations sec- 
|tion, succeeds Mr. Hamilton, and 
T. Morley Warren, of the field re- 
lations section, succeeds Mr. 
Hayes. 


Brewer & Mulcahy Formed 

Don Brewer and Richard Mulca- 
jhy, formerly with Dallas Williams 
| Advertising, Hollywood, have 
opened their own agency at 6630 
|Sunset Blvd., Hollywood, under 
ithe name of Brewer & Mulcahy. 
Others from the Williams agency 
|who have joined Brewer & Mulca- 
|hy are Nora Fischer, who will be 
in charge of space and time buy- 
ling; Robert Clow, account execu- 
|tive, and Kay Wheeler, general 
| secretary. 


Allan Gowe Joins Willis 
Allan T. Gowe, formerly with 


RICHARD LOCKMAN, who joined Emil 


Advertising Age, February 3, | 58 


Coming 
Conventions 


*Indicates first listing in this colur 

Feb 19-21 Continental Advert 
Agency Network, annual convention 
tel Warwick, Philadelphia. 

Feb. 21-22. Northwest Daily Press A : 
39th annual meeting, Hotel Rad n, 
Minneapolis. 

Feb. 23-25. Inland Daily Press A 
winter meeting, Drake Hotel, Chicag 

March 3-4. New England Ney 
Advertising Executives Assn., 
meeting, University Club, Boston 

March 9-16. Assn. of Railroad Ad 


ng 


O- 


Mogul Co., New York, in 1955, has | "8 _oe Mayflower Hotel, Was 


been named general manager of the 


agency. He will continue as a vp | 4a, National Packaging Conference, : 
and account supervisor on Revlon. | gaward Hotel, Toronto. 
Mr. Lockman has been a principal | 


stockholder of Mogul since Decem- 
ber, 1955. 


MacLaren Advertising Ltd., has 
been named a vp of Willis Adver- 


| tising Ltd., Toronto. 


BOUCHER © 


‘CLOVERDALE | : 


ATIONWIDE 
» INSURANCE 


aor cen ths 


“, 


8 top insurance companies 
use highway advertising 


SAYS A. W. TOMPKINS, STATE FARM EXECUTIVE VICE PRESIDENT: 


| tising Agencies, 
|Greenbrier, White Sulphur Springs, W. Va 


| May 


“Our ‘SCOTCHLITE’ ¢ highway sign program has proven tremendously popular and 
effective with our local agents. The reaction of the public and our 
policyholders has been marvelous. For instance, a local housewife 
recently told me of a 1,600 mile trip she had taken. She said, ‘I saw so 
many State Farm road signs I never felt I was very far from home.’ ” 


You, too, can build familiarity, identify your agents, 


NATIONAL... 

the only nationwide highway advertising company ... 

offers: 

@ Pinpoint localized coverage, frequent repetition, high 
impact, low cost. 


@ Complete service—design, manufacture, location, erec- 
tion, maintenance. 
@ The stature and integrity of its parent company— 


Minnesota Mining and Manufacturing Company. 


For more information, send for free, illustrated 8-page 
booklet, ““An Open Road to Insurance Sales.”’ Do it today! 


NATIONAL 
ADVERTISING 
COMPANY 


A Subsidiary of 


Minnesota Mining and c 3M } 
Manufacturing Company 
Executive Offices: 33 S. Clark St. + Chicago, Illinois 
Chicago «+ Detroit + San Francisco « New York 


boost sales with a National highway 
advertising program. 


“SCOTCHLITE” ia a Registered Trade Mark of the Minnesota Mining and 
Manufacturing Company, St. Paul, Minnesota. 


<< 


National Advertising ( ‘ompany, 


Je iF 
33 S. Clark St Dept. NF is 


, Chicago 3, Illinois 
Gentlemen: 

» * > > J ; 
Please send your 8-page brochure on National's 


services for the insurance industry, “An Open 
Road to Insurance Sales”, 


NAME 


COMPANY 


ADDRESS 


ZONE STATE 


—-------~---------------5 
| 


*March. 11-12. Packaging Assn. of © »- 


st 

Canadian package research forum, King 
March 27. Associated Business Pub) ca- 

ons, annual eastern conference, Hotel 


Roosevelt, New York. 
April 14. Ohio Valley Industrial Ac, er- 
tising Conference, Cincinnati. 


April 16-17. Point-of-Purchase Acver- 
tising Institute, Hotel Sheraton-Astor, 
New York. 


April 17. University of Michigan. 5th 
annual advertising conference, sponsored 
by the departments of journalism and art 
and the school of business administration, 


jin Ann Arbor. 


April 18-19. Advertising Federation of 


| America, 9th District, Advertising & Sales 


Club, Kansas City, Mo. 

April 22-24. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York 

April 24-26. Advertising Federation of 


| America, 4th District, The Floridian, Tam- 


pa. 
April 24-26. American Assn. of Adver- 
annual meeting, The 


*April 24-27. American Women in Radio 
and Television, national convention, Fair- 


| mont Hotel, San Francisco 


April 27-May 1. National Assn. of 
Broadcasters, Biltmore and Statler Hotels, 
Los Angeles 


April 30-May 2. Sales Promotion Exec- 
utives Assn., first national convention, 
Hotel Roosevelt, New York 

*May 1-3. Advertising Federation of 
America, 5th District convention, Mans 
field, O. 


| May 4-7. National Newspaper Promotion 


Assn., national convention, Penn-Sherator 
Hotel, Pittsburgh 
5-6. Magazine Publishers’ 
|spring meeting, The Greenbrier, 
Sulphur Springs, W. Va 

May 5-7. Assn. of Canadian Advertisers, 


Assn., 
White 


annual meeting, Royal York Hotel, To- 
ronto 
*May 8. Agricultural Press Assn. of 


Canada, Royal York Hotel, Toronto 

*May 8-9. Public Utilities Advertising 
| Assn., annual convention, Penn Sheraton 
Hotel, Pittsburgh. 

May 8-9. Business Newspapers Assn. of 
Canada and affiliated groups, annual 
meeting, Royal York Hotel, Toronto 
| May 15-16. International Advertising 
|}Assn., annual convention, Hotel Roose- 
velt, New York. 

*May 19-21. Sales promotion division of 
National Retail Merchants Assn. (formerly 
National Retail Dry Goods Assn.), annual 
convention, Palmer House, Chicago 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
| Hot Springs, Va. 
| May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 
Inn, Asheville, N. C. 

May 26-30. American Management Assn., 
national packaging exposition, New York 
Coliseum. 

June 3-6. National Industrial Advertisers 


|Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis. 
June 8-11. Advertising Federation of 


America, 54th annual convention, Hi!ton- 
| Statler Hotel, Dallas. 

June 9-11. Assn. of National Advertisers, 
| spring meeting, Drake Hotel, Chicago 
| *June 15-18. Poster Advertising Ass’ 
| Canada, Minaki Lodge, Minaki, Ont 

June 22-26. Advertising Assn 

West, 55th annual convention, Vanco. 
B.C 

June 24-26. American Marketing A 

annual convention, Harvard School of 
Business Administration, Boston 
June 29-July 2. Newspaper Advert 4 
Executives Assn., summer meeting Are 
Broadmoor, Colorado Springs, Colo 

Aug. 13-14. 3rd Annual Circulatior 
inar for Business Publications, Ed¢ 
Beach Hotel, Chicago. 


of 


of the 


Sept. 5-8. Mail Advertising Servic’ 
Assn., 37th annual convention, Chas 
Park Plaza Hotel, St. Louis 

Sept. 10-12. Direct Mail Advert! 
Assn., 4lst annual convention, Chase-P 
Plaza, St. Louis 

*Sept. 14-17. 3rd Annual Newsp 


R.O.P. Color Conference, Waldorf-As 
Hotel, New York. 

Sept. 22-23. National Business Pu! 
tions, New York regional conference, / 
bassador Hotel 
| Oct. 
| America, Hotel Sherman, Chicago 
| Oct. 20-21. Agricultural Publishers A: 
annual meeting, Chicago Athletic Assn 

Oct. 20-21. Boston Conference on ! 
tribution, Hotel Statler, Boston 

Oct. 23-24. Audit Bureau of Circulat: 


a 


44th annual meeting, Drake Hotel, ‘ 
cago 
Nov. 3-4. National Business Publicat! 


| 
I Chicago regional conference, Drake H: 


5-9. Outdoor Advertising As* f 
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SAFETY OF 
YOUR SAVINGS 


home-delivered americans heat up sigler sales savings and loan assoc. counts on american 

“Our advertising is concentrated in two newspapers, and The ‘“‘As the newspaper which has played such a large part in 

American is the most important. It covers the market with ‘humanizing’ our industry, and helped increase our resources 
all-important home-delivery,’’ says Robert Miller, advertising 132.4% in five years, we consider The Chicago American one of our 
manager of Sigler Co., who place their advertising through most effective advertising mediums,”’ says Otto L. Preisler, 
Dancer-Fitzgerald-Sample, Inc. With 48.8% home-delivered in president, Cook County Council of Insured Savings Associations. 
Chicago and suburbs (largest in the evening field) The American With their above-average incomes, Chicago American families are 
goes home, stays home, where most sales are made. solid savers as well as smart spenders. 
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good sales mix: american and canadian club high flying american families go united 

Hiram Walker’s Canadian Club set a new sales record last year. In 31 years United Air Lines service out of Chicago has progressed 
They credit their advertising in The American, placed through from a few, slow, single-engine flights to 100 fast, multi-engine flights 
C. J. LaRoche, as playing an important part in helping to achieve a day. This increase, according to United, is in response to 

this tremendous sales increase. Luxuries or necessities, Chicago public preference that, in part, has been built through continuing 
American families have the desire to buy and the dollars to spend. advertising over the years in The Chicago American. 


these are some of the advertisers 
going places with the american, 
the newspaper that’s going places in chicago 


“Swe ae’ ‘THE CHICAGO AMERICAN 22%. 


Missina FIMAL 
Boome = 6 


ra — Salk Find Hi 
2 at Cancer Serum 


Dad Relents, Surgery Wid 
y ImitiPat Saves Dying Girl, 10 
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Successful selling in today’s market 

requires strong, successful advertising. 
That’s one reason why more and more 
advertisers are using The American to sell 
their products. Over 500,000 families read 
and respond to The American every day. 
Are you among the alert advertisers selling 
this profitable audience through advertising 
in The American? 
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the chicago american has, by far, the largest evening 
home-delivered circulation in chicago and suburbs 
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Mexican Version of ‘Original Amateur Hour’ 


Reaches Ist Anniversary in Hot Rating Spot 
By Robert S. Benjamin |Maj. Edward Bowes. 


Mexico Crry, Jan. 29—One year | _The Mexican program, on tele- 
ago the producers of the 23-year- | vision Saturday nights and on ra- 
old “Original Amateur Hour” be- |dio for another full hour Sundays, 
gan their first international exper- |S Proven to be as successful as 
iment with “La Hora Internacional | ‘tS U-S. ancestor. It has also proved 
del Aficionado,” an across-the-bor- |‘hat amateurs are just about the 
der-Spanish version of the U.S. 54™®: whether they speak or 9 
format first developed by the late | (°F dance) in English or Spanish. 

Because of the results in this 
Aztec capital, there will soon be 

q other foreign productions of the 

|program. Austria is the next in 

Marie does it line and within a few months there 

FASTER will be a Vienna version, on the 

eee state television system, and with 

complete mailings, multl- token royalties paid to the New 
fe addrasing fan’ || Yo" Producers 

melteregpes letters, 

pancarey ing. ® Two years ago, when the Amer- 

™ IE ene my yo ican show's producer, Lou Gold- | 

from detail work. For rush pick-up, berg, was basking on the sands of | 

uick service and fast delivery || Acapulco with Emilio Azcarraga | 

ALL WAbash 2-8655. Jr., son of Mexico’s radio and tel- | 


evision tycoon, the idea first took 
| a Leller Shop ». 
$, Ul. 


form. Mexican radio and television 
431 S. Dearborn St |had their own, sometimes unique, 


Manjarrez Goldberg Harris Cervantes 
tae. - — - SUCCESSFUL SHOW—Principals of the successful Mexi- to smile about. Lou Goldberg produces the American 
can show “La Hora International del Aficionado,” version and inspired the Mexican show. Lloyd 
Tho oF a) a |the South-of-the-Border version of the “Original Harris is impresario, aided by Daniel Manjarrez. 
e's tba. A tba a at a. ° thg | Amateur Hour,” find latest rating reports something “Don Luis” Cervantes is the “Ted Mack” of the show. 


_o ent scouting organization? Soon \cigarets (D’Arcy Advertising).|Messrs. McWilliams and Harris, 


| Mr. Goldberg dispatched Harry |They are still the co-sponsors of | aided by Daniel Manjarrez, a Mex- 


Se. 
Tho | versions of an amateur hour, but!and the La Maderna Tobacco Co.,| Hour”) hardly stopped viewers 
*e. || why not set up a full-fledged tal-| maker of Raleigh and Del Prado|and listeners dead in their tracks. 
— 


|McWilliams, an early member of | the show. jican radio and tv director, hoped 
the Maj. Bowes organization, to| With Mr. McWilliams as general |to create a local Ted Mack. 
pa... set up camp in Mexico City. manager, and Lloyd (Bucky) 
Harris, Grant Advertising Latin|s They hired Luis Cervantes, a 


® Two sponsors, to divide both the | American executive, as director of |little known tv announcer whose 

hour of radio and an hour of tv,|the dual show, the program got /quiet, conservative personality 

|were found by Mr. McWilliams. |moving early last January. seemed to provide a needed quali- 

af | They were Goodyear Tire & Rub- “La Hora Internacional del Afi- ty. Previous local amateur shows 
| ber Co. (via Young & Rubicam) |cionado” (“International Amateur |had won laughs at the expense of ’ 
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ROCKFORD 


| ILLINOIS 
One of America’s Most Important Markets! 


(OUTSIDE CHICAGO) 
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t SALES } 
oS BUYING INCOME 
a = ©) EMPLOYMENT 


GROWTH HAS BEEN... 
AND STILL IS... / 


A RICH 13 COUNTY ROCKFORD MORNING STAR 


MARKET OF HALF A MILLION 


PEOPLE COVERED BY THE... Rockford Register-Republic 
FULL COLOR PRESS FACILITIES 
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Boys come in all sizes 


So do girls. The most casual glance confirms this! 


And good-looking, long-wearing Blue Bell work and 
play clothes come in sizes to fit ’em all! 


le mm Kara 
OQ) m i 


These rugged, colorful jeans, jackets, shirts and 
shorts are tops with every member of the family. It 
just doesn’t seem possible that not so many years ago 
Blue Bell, Inc.* made only men’s work clothes—was 
practically unknown to consumers. 


Advertising has helped Blue Bell to a king-size 
share of the half billion dollars spent each year on 
casual clothes. And 1958 bids fair to outgrow last 
year’s record-breaking sales! 


* Our client since 1947 


N. W. AYER & SON, INC. 


Philadelphia 
New York 
Chicago 
Detroit 

San Francisco 
Hollywood 
Boston 
Honolulu 
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|the contestant. This was to be dif-|the interior by the prod 


Nut Hit i 
ferent. parttime talent scou e Beech- u l in 
ON- | As “Don Luis,” Mr. Cervantes | brought to the capital w'' ‘- . 
SIMPSON REILLY, che ltook several months to warm up |penses paid. The same en ? d D a e Suit 
Publishers Representatives |to the job. Talented amateurs were |kept, whereby the ‘ n am g 
1 : at first afraid to appear on the |telephone and mail v e ne 


program until they were certain | over until the subsequ: mM 
they could do so without being | 


inz Fil 
ridiculed. Acts, picked at auditions ® As a really internation. sp vet as Heinz l es 


Advertising Age, Febru: 


3, 1958 
,foods in California. Ger! also 
;accused Beech-Nut of retly 


granting special payments” ip Cal. 
\ifornia to secure increased 
jation of retailers in the ; 
|advertising, promotion ani , 
Beech-Nut baby foods (..... Dee. 
| 30). # 


in Mexico City, and throughout | of —~ rag" eer ae (Continued from Page 3) She Made Fresh 

lare flown to New Yc. ipet 
lon the U.S. Ted Ma iow. Thus | are the basis of the $3,000,000 dam- | Coffee After Hearing 
\far nine Mexicans hoy: appeared age action. Beech-Nut’s eo 4 

——_—_ x - —— 7 a 4 . tas ” ot “ Oo - . e 

pom a on the parent progr” eet ee conditions in the distri-| SUDliminal Radio Ad 
j l 1's. programs, |mar S , f 
lentitling pena Tae porpete in the bution of baby food,” the suit says, | (Continued from Page 5) 


it in the top bracket shows. In a | monopoly.” 


year more than 500 amatcurs have | 


z red on the show; 20 have|# A similar suit was filed last 
ay by radio stations, the- month by Gerber Products Co. 
aters or night clubs and are on | against Beech-Nut Life Savers Inc. 
their way to professional suc-|in federal court here, charging 
cess. + monopoly in the sales of baby 


wfmy-tv 
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Oren aration 9 FS porsst® “Sop and 
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9 : 


INTERURBIA 


The Largest Metropolitan Market 
In the Two Carolinas 


Get full coverage of this great “ap 
metropolitan market plus the : 
entire Industrial Piedmont with 
WFMY-TV. See your H R P 
man today. 


¥54 Prosperous Counties ¥2.2 Million Population 
¥ $2.8 Billion Market ¥ $2.2 Billion Retail Sales 
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LEXINGTON @ ASHEBORO 
SALISBURY, 


a“. . (j 
SANFORD 


ce 
GREENSBORO, N.C. 


Represented by Y 


\ / 
Harrington, Righter & Parsons, Inc. : 
New York — Chicago — San Francisco — Atlanta — Boston 


‘ 
CARTHAGE 
’ 


Madison Square Garden Original and will “injure, prevent and des-|to the phone though it hod not 
Amateur Hour finals In turn, Mr. | troy competition.” The suit claims 
Goldberg has shipped a number |the merger of Beech-Nut and Life-| comment that some one Was at the 
of his U.S. show winners to Mexico | Savers in 1956 violated the anti-| door, looked up automatically from 
to appear on the program there trust law prohibition against a 
Ratings have climbed slowly but | corporate acquisition where the ef- 
surely. The show’s current Mexi- | fect may be “to substantially less- | 
can “Videometer” rating of 40 puts |en competition or tend to create a) phrase the key word came at the 


|rung. One woman, hearing the 


her work to see if indeed some one 
was there. 


Mr. Ward noted that in each 


| end—coffee, phone, and door—and 
|the final word was slightly ac- 
centuated. Also, he said, the phras- 
es suggested things the housewife 
could do easily without departure 
from household routine. 

When word got around about 
| KOL’s results, the station had an 
|immediate request to do advertis- 
|ing on a subaudible basis. The re- 
| quest was refused. The project was 

undertaken just as “an interesting 
experiment,” Mr. Ward said. 


SUBLIMINAL ADS MAY 
e USABLE: BRITT 


Cuicaco, Jan. 29—Sublimina! ad- 
\vertising is “within the realm of 
possibility,” but from a scientific 
standpoint has not yet been ade- 
quately demonstrated, according to 
,Dr. Steuart Henderson Britt, pro- 
|fessor of marketing at Northwest- 
ern University. 

And if it is ever demonstrated 
\that subliminal advertising works 
jeffectively, Dr. Britt said, tests 
would then be needed to determine 
| whether or not it is more effective 
jthan “regular” advertising. 
| He pointed out that subliminal 
| stimulation is a phenomenon which 
psychologists have known about 
for a long time, and that advertis- 
ing which employs subliminal 
stimulation may be possible. + 


Mennen and Miles Sign for 
Championship Bout on Radio 
Mennen Co. and Miles Labora- 
tories will sponsor radio coverage 
of the middleweight championship 
bout between Carmen Basilio and 
Sugar Ray Robinson at the Chicago 
Stadium March 25 on CBS. Theater 
tv rights have been assigned to 
TelePrompTer Corp., which will 
telecast the fight via closed circuit 
to theaters in the U.S. and Canada. 
| There will be no home tv coverage. 
| McCann-Erickson is the agency for 
Mennen, and Geoffrey Wade Ad- 
vertising handles Miles Labs. 


Biddle Appoints McCain 

Robert R. McCain has been ip- 
pointed manager of the Chicago 
office of Biddle Co., which has 
| headquarters in Bloomington, !!!., 
| succeeding Bob Tuttle, who 'e- 
|Signed effective Oct. 31. Mr. \\c- 
Cain joined the Biddle copy ff 
in 1952 and prior to his new : 
|pointment served as an acco '\! 
;executive and assistant to 
president in the Bloomingtor 
fice. 


Richfield Joins Product Servi 5 
Marvin Richfield, formerly 

| Warwick & Legler and Batten, ! 

ton, Durstine & Osborn, has | 

jnamed media director of Pro 

|Services, New York, a new |t 

with Product Services. 


Studebaker Names Detzler 

D. F. Detzler has been appoint 
manager of the marketing resear 
department of Studebaker-Pac 
ard Corp. He succeeds Paul 
Rumpf, who has retired after 
years with Studebaker. 
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In any market only 
one newspaper is 
Newspaper Number One 


In San Francisco it's The Examiner 


45% of the total advertising 
| published last year in 


A 

= San Francisco’s four newspapers 
| 
4 


] appeared in The Examiner. 
r 


la. | The Examiner published more 
or f 8«©than 32,000,000° lines of full run 
ATam || advertising at full run rates... 
Ih 11,800,000 lines more than 
its nearest competitor. 


More circulation in northern California than any other 
newspaper—daily or Sunday .. . and still growing! 


The San Francisco Examiner 


*Media Records REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. COPR. 1957 H. P.C. Inc. §. F. Examiner Div. All rights 
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Advertising Age, February ) 1953 


McCabe Tuttle Maddox 


parTY—At festivities welcoming Kirk C. Tuttle as vp and manag: 
Fuller & Smith & Ross, Cleveland, are John C. Maddox, F&S-. 
RETAIL HONORS—Budd Gore, retail ad manager of the Chicago Daily and Gibson McCabe, ad manager, Newsweek. Mr. Tuttle succec¢ 


Gore Heineman 


News. and Ralph Heineman, Ralph Heineman Advertising, co- Mr. Maddox, who becomes senior vp in charge of marketing servi 
founders of the Retail Advertising Conference, are shown with with headquarters in New York (AA, Oct. 28). About 300 media rcp- 
Charles M. Edwards, to whom they present the Retail Promotion resentatives attended the reception. 
Person-of-the-Year award. Mr. Edwards, dean of New York Uni- 
versity school of retailing, has done work in the testing of retail 

advertising. 


Mayendia Moz0 Williams Fearnought 


HERE'S HOW—J. M. Williams, advertising and sales promotion manag- 
er, and George A. Fearnaught, field sales manager, Radio Corp. of 
America’s RCA Victor television division, show two visiting Span- 
iards how RCA uses the “split-screen” technique in advertising. Jose 
Cristobal Sanchez Mayendia, sales manager of Constructora National 
de Mquinaria Electrica, and Angel Vizoso Mozo, government com- 
i mercial advisor, were part of a nine-man marketing study team 
‘ from Spain that toured RCA's facilities at Cherry Hill, N. J. Wells Austin Hoefer Ross Fondren Foomster 


LiNnK—Members of the Denver adclub—the only ad- University of Denver; Jim Austin, Colorado Rancher 
club belonging to both the Advertising Federation of & Farmer; John Hoefer, Hoefer, Dieterich & Brown, 
America and Advertising Assn. of the West—and AAW president; Al Ross, West-Holiday; Lee Fon- 
AAW and AFA officers are pictured at the AAW _ dren, KLZ, It. gov. of the AFA 9th district, and Bob 
meeting in Coronado, Cal. Shown are Jackson Wells, Feemster, Wall Street Journal, AFA chairman. 


GETTING ACQUAINTED—David R. Al- 
len, who has just been named ad- 
vertising and public relations man 
ager of Standard-Triumph Motor 
Co., gets set to take a spin in th 
TR-3 sports car, one of the top- 
selling imports in 1957. Mr. Aller 
has been made public relations di- 
rector of the Sports Car Club of! 
America for the past five years 
Standard-Triumph, which now als: 
markets an economy sedan and a 
station wagon here, has not had a’ 
ad manager up to now. 


sues—Monique Van Voorem, pic- 
tured here as she appeared in the 
movie, “Ten Thousand Bedrooms,” 
is suing Relax-A-Bed Corp. for 
$35,000, claiming that the company 
used a photo of her for commercial 
purposes without her permission. 
The company retorts: The photo 
(which showed her reclining in a 
Rela.c-A-Bed) was used “with her 
; eri consent and in response to her re- 
¥ quest to give her publicity.” 


ae 
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pon MN Aah factor 
AS 


ITALIAN-STYLE—Man has progressed from his first attempts to balance tire company by the Pagot Organization of Italy. This sample of Italia 
himself on spheric objects to motors but sometimes winds up in a tv work was forwarded by Forum Advertising, Via Mercadante, 12 
teeth-rattling spot, is the moral of this tv commercial for an Italian Rome, U. S. representative of the film producer. 
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,000,000 families will read 


I Paint And Why You Should Try It" 


By Sir Winston Churchill 


co 
Pe 


Nat Sunday morning, Great Britain's number one painting 
‘enthusiast brings to the American people his personal feelings on 
the joys and gratifications of painting as a hobby. And through t 
same “person-to-person” edited pages of This Week Magazine, o 
famous people state their important opinions on nationa deferise, 


be welcome in homes of 12,000,000 American families, sharing the 
trust and confidence, which.they reserve, week after week, for only 
one magazine. And you will of course, have the further assurance 
‘that your advertising will be read by more people 
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Cowboys Aplenty Now, 
but TV Drafts More 


(Continued fram Page 2) \from the 7:30 p.m. period on NBC} 
two or more to make a one-two (as of the earliest possible cancela- 
punch. ABC, which is leading CBS tion date, March 30. One of Miss 
and NBC in total number of “cow- Caulfield’s co-sponsors, Chem- 
boys” with a nighttime posse of strand, will move to Fridays to al- 
eight, tries for a one-three punch ternate with Old Gold on a new 
on Tuesday evening. CBS and ABC NBC western, which has been ten- 
fight it out with an hour of west-|tatively titled “Jefferson Drum.” 
erns scheduled competitively on|‘“Sally’s” other co-sponsor, Rayal 
Friday nights. McBee, will retain its alternate- 

It’s a little hard to know what to week spot in the period opposite 
call tv’s adult western heroes. (An | “Maverick.” 
adult western, somebody said, is 
one with a plot 21 years old or old- ® No nighttime network sponsored | 
er.) A great many of them look cater scored below a total audience | 


stern—perhaps a half-hour 
stagecoach” series, is likely to be 
ready in time for fall sponsorship | 
n Columbia. 

The fall crop will be further en- 
irged by the contributions of the | 
.dependent producers and distrib- | 

utors, who plan additional proper- 
ties of their own in order to capi- 
talize on the western trend. One 
distributor, Official Films, already 
has announced three new westerns 
—“Calamity Jane,” “Western Un- 
ion” and “Big Foot Wallace”—for 
fall release. 


| 
| 


| 


® To sum up the picture for the) 
westerns on television’s wide open 
spaces: Most of the current entries 
are doing very well at the rating 
|box office, though a few of them 
|have corraled restless sponsors. A 


and act like cowboys, but few of rating of 20; in fact all but four of | asc GUN—James Garner is the star |large contingent of newcomers is 


them can qualify as cowboys by them came up with 30s or better. | 
occupation. In the last Nielsens practically all | 


of “Maverick.” 


waiting in the foothills, and it looks 
las though the gunning and riding 


Some of the Wild West experts | of them were licking their head-on | unable to find a co-backer for the |tfend on tv has not yet reached its 


may disagree, but we have been Competition; that is they were the 
able to nail down only one full-| highest rated shows in their re- 
spective time periods. 

The average total audience rat- 
ing for half-hour nighttime west- | 
erns was 30.9, compared with an| 
average of 23.2 for all nighttime 
half-hour shows. The hour west- 
erns had a total audience rating 
average of 32.8, against 29.5 for all | 
hour evening programs. Both these | 
comparisons cover the Nielsen re-| 
port for the two weeks ending Dec. 
21. 

By the cost yardstick—something 
which is never far from the spon- 
sor’s hand—the westerns also stack 
up very well. Half-hour westerns, | 
as of last fall (the last data avail-| 
; ? _ |able), were coming ouf as one of 
NBC GUN—Vint Bonner shines in | the best cost-per-1,000 buys in net- 

“Restless Gun.” |work tv. The cost to deliver one) 


| minute of commercial time to 1,000 | 
fledged cowboy among the 14 west-|homes averaged $3.07 for 30-min- | 
erns listed by Nielsen—Vint Bon-/ ute westerns. Only quizzes and 


ner, of “Restless Gun.” And the | hour variety shows did better, and | 
principal character in “Sugarfoot ithat by a margin that is almost too| 


is a correspondence school law stu- | small to mention: The quizzes and | 


high-rated “Restless Gun” on NBC. 
ABC put “Sugarfoot” on the range 
with a half-hour of the show of- 
fered for participations, one of 
which was available at press time. 

ABC also has 
time available on two daytime 
shoot-’em-ups—the “Texas Rang- 
ers” and the “Lone Ranger.” 


s At this writing, a half-hour of 


NBC’s “Wagon Train” is open as of | 
June 11, when Drackett finishes a} 


fill-in run on the program, and 
this aetwork probably would wel- 
come a network sponsor for “My 


Friend Flicka,” now being peddled | 


as a co-op package in the Sunday 
7 p.m. period. 


Despite these hints that some ad- | 


vertisers are getting enough of 
westerns even if the viewers aren't, 
the network plotters who are re- 


sponsible for the programming bat- | 


tle strategy are recruiting more 
cowboys for tv. 


e The first member of the spring! 


alternate-week | 


dent, who works as a cowboy while variety hours last scored an 


learning to be a lawyer. 


aver- | posse, as mentioned earlier, will 


| age per-1,000 cost of $3.05. The|come riding in April 25 as a re- 


® The rest of the western tv stars|CO™parable figure for all evening 
on the networks are U.S. marshals, | half-hour shows was $4.01. 
gamblers, Wells Fargo agents, Tex- . 

as rangers, sheriffs, land specula-|* Of course the most crucial test 
tors, newspaper men, Indian agents | °f 4 Sponsor's reaction to a tv show 


placement for “Court of Last Re- 
sort,” which has been dropped by 
Lorillard. Chemstrand will co- 
sponsor the series. 

This Screen Gems film will be 


or scouts, wagon masters, under- }comes at option time. That date 1s built around the exploits of a news- 


cover agents, etc. And one is an still to come for most of the west-| 
Army ex-officer whose gun is for | ©™™5: which were set for runs of 
hire. at least 39 weeks at the start of the 

It was a different picture in the | 1957-'58 season. At a time when the 
late 1940s, when television went |iMdustry is racked with rumors of | 
through its first cowboy craze. Most |©@ncelations, the cowboys appear to 
of the western favorites of that|>¢ 0M relatively solid ground. 
period, including the popular However, they, like most other 
“Hopalong Cassidy,” were of the | types of tv entertainers, are feeling 
traditional cowboy school. Nowa- the effects of the current epidemic | 
days Hoppy, as well as old timers |°f Teliefitis. 
Gene Autry and Roy Rogers, ride 
the airwaves only via syndication. 

Granted that they are a hybrid 
breed, how are the 1957-58 west- 
erners faring with the public and 
with sponsors? 


paper editor-publisher in a gold 
rush town. Also under considera- 
tion at NBC is a “Northwest Pass- 
age” series. 


e Warner Bros., ABC’s favorite 


|stable for cowboys, is expected to 


film at least one new series for the 


network this year. 


e Top consideration at CBS seems 


At ABC, American | to be going to “Raw Hide,” an hour 
Chicle, which now presents “Jim|western drama produced by 
Bowie” every week, would like to|Charles Marquis Warren, the crea- | 
find somebody to share sponsor-|tor of tv’s “Gunsmoke.” The prin-|tising Assn., Market Research So- 
ship. The same is true of Warner- | cipals in this telecast will be a cou-| ciety and Royal Statistical Society. 
Lambert, which so far has been) ple of cowboys. At least one other 


s Gauging the public reaction from 
rating returns, the cowboys—or 
whatever you prefer to call them— 
are doing very well indeed. 


e Marshal Matt Dillon of “Gun-| 
smoke” (L&M, Remington Rand, | 
CBS) has shot his way into the top | 
spot on the rating list. “Gunsmoke,” 
with “Wyatt Earp” (General Mills, 
P&G, ABC), pioneered the adult 
western in the fall of 1955. Four 
other westerns, including Marshal 
Earp, muscled their way into one 
of Nielsen’s four Top 10s last 
month. 


e Though his national ratings still 
are touch and go with the strong 
8 p.m. competition on CBS and) 
NBC, no western hero has made a 
bigger splash this season than has 
“Maverick” (Kaiser aluminum). 
This self-assured gambler already 
has driven one of his 7:30 p.m. 
competitors off the airwaves; 
what’s more he appears to have 
convinced the competitor’s sponsor | 
that westerns are a good buy. | 

“Sally,” the Joan Caulfield situa- 
tion comedy, has been dropped 


Note: Nielsen suggested this rating table 


theses indicate program’s rating rank in 
rankings need some qualificotions. “Ha 


for second. 


average minute rating basis. 


Nielsen Box Score on TV Westerns 


Oct.1 Nov. 1 Dec. 2 
Gunsmoke (L&M, Remington Rand, CBS) .................... 41.1 44.) 44.1 (1) 
Wells Fargo (Buick, American Tobacco, NBC) ............ 30.2 38.6 36.5 (1) 
a esidenisadelinn 29.8 37.2 35.5 (1) 
Wyatt Earp (General Mills, P&G, ABC) 28.8 36.3 34.6 (1) 
Wagon Train (Several sponsors, NBC) ................0.000. 27.3 33.4 34.0 (1) 
Have Gun, Will Travel (Lever, American Home, CBS) 31.0 33.5 32.8 (1) 
Zane Grey Theater (General Foods, Ford, CBS) ........ 29.1 32.6 32.5 (1) 
Sugarfoot (Several sponsors, ABC) ..........ccccccceceseeseees 25.7 33.4 31.5 (1) 
Restless Gun (Warner-Lambert, NBC) .o........cccccccccoe 26.0 32.5 30.6 (1) 
Maverick (Kaiser Aluminum, ABC) ..................... 19.8 25.5 30.0 * 
Tombstone Territory (Bristol-Myers, ABC) ......... Noton 24.9 26.9 (2) 
Trackdown (Lucky Strike, Socony, CBS) ............. 25.8 25.1 25.2 (1) 
Broken Arrow (Miles, Ralston, ABC) ....... 19.5 24.8 24.0 (2) 
|] Colt .45 (Mennen, Campbell, ABC) .............ccecececeseeee Noton 17.4 21.6 (2) 


six minutes or more basis—since several of the westerns are hour shows. Paren- 


margin; “Trackdown” was very close to first and “Colt .45” was in a virtual tie 


* On a total-audience basis, “Maverick’” was behind Messrs. Allen and Sul- 
livan, but he is running neck and neck with these Sunday pace setters on the 


to be compiled on a total audience— 


its time period for last report. These 
ve Gun” was first by a very slight 


ec 
'HENRY J. GRIFFIN 
New York, Jan. 29—Henry J. 
Griffin, 59, production manager 
of Donahue & Coe, died Jan. 27 of 
pneumonia, following an operation 
|for a stomach obstruction a week 
ago, at Holy Name Hospital. 

Born here, Mr. Griffin after 
| graduation from grammar school 
went to work as a file clerk with 
J. Walter Thompson Co. in 1911. 
He then joined the former Frank 
|Seaman Co. as a production man 
in 1922, and in 1923 he became 
production manager of H. W. Kas- 
tor & Sons. From 1930 to °34 he 
was with J. Sterling Getchell Co. 
and during the latter year joined 
Cowan & Dengler as production 
manager. When that agency was 
merged with Donahue & Coe in 
1955, Mr. Griffin became produc- 
tion manager of the latter com- 
pany. 

He was a former president of 
the Advertising Agency Production 
| Men’s Club of New York. 


LESLIE ERNEST BIRD 

Lonpon, Jan. 28—The death of 
| Leslie Ernest Bird, 57, leading ad- 
|vertising researcher in Britain, 
was reported here last week. Mr 
Bird traveled widely during his 
career and was well known in the 
U. S. and Canada. 

He was research manager of 
T. B. Browne Ltd. and research 
and overseas manager of Service 
Advertising Co., both London 
agencies. 


A founder member and fellow of | 
of Practitioners in| 


the Institute 
Advertising, he also held member- 
ships in the International Adver- 


JOSEPH A. MARTZ 


| SoutuH Benn, Jan. 28—Joseph A. 
|Martz, 50, director of research of 
| Lamport, Fox, Prell & Dolk, died 
Jan. 25 at Memorial Hospital here. 
| Born in Arcadia, Ind., Mr. Martz 
|was graduated from Northwestern 
University where he had been af- 
filiated with Sigma Delta Chi and 
|Lambda Chi Alpha. Early in his 
|career he served as editor of In- 
| dustrial Marketing and was later 
| associated with the Buchen Co. and 
|N. W. Ayer & Son. 

| He joined Studebaker Corp. in 
|1940 and left there two years ago 
after having been director of cus- 
|tomer relations. He was a past vp 
,of the Chicago Industrial Market- 
jing Assn. 


‘GEORGE C. HANDY 


YPSILANTI, Micu., Jan. 28—~— 
George Charles Handy, 71, found- 
er and publisher of the Ypsilanti 
Daily Press, died Jan. 25 in Uni- 
versity Hospital, Ann Arbor. Mr. 
Handy, who entered the hospital 
Jan. 14, had been ill for the last 15 
months. He had been with the 
newspaper since 1904. 


Advertising Age, Febri 


Sell Value 0: 
ABC Audits, 
Haire Advises 


(Continued from Pay. 3) 
much to know what ext) 
we think we have for thcm when 
we offer paid circulation of a cea). 
iber that enables us to qualify for 
membership in ABC. 

“Because our ABC circu 


3, 1958 


Values 


ation is 
a matter of public record, our necks 
are out, a fact that benefits adver- 
tisers, and the advertiser should 
know it,” he said. “We put our 


necks out deliberately when we 
joined the ABC, and we wil] keep 
them out for as long as we are 
members of ABC. It is to the ad- 
vertiser’s benefit, for it gives him 
a bi-annual report of our success- 
es and failures in selling our ed- 
itorial product. 

“It is one of the few safeguards 
he has; one of the few rea! yard- 
sticks he has. For it provides not 
just an audited count of our mar- 
ket coverage, but more important, 
it provides a definite measurement 
of editorial performance compara- 
ble to the sales records his com- 
pany keeps and against which the 
company can measure the effec- 
tiveness of its advertising—namely, 
the product's sales performance.” 


@® On the subject of ABC's recent 
decision to audit unpaid circula- 
tion of business papers, Mr. Haire 
pointed out that many publishers 
“could not understand why adver- 
tisers wanted an audit showing 
classification and geographical 
breakdown of an ABC publication's 
unpaid distribution. Most of us do 
not sell our unpaid as additional 
market coverage,” he said. 

“On the other hand, the adver- 
tisers could not understand us. To 
the advertisers it seemed we were 
}only exposing a part of our distri- 
bution to audit. Because the adver- 
tiser tends to look upon ABC as 
‘just an audit,’ he assumes that 
publishers looked upon it also as 
‘just an audit.’ When he talked of 
improving standards, he was talk- 
ing about improving auditing 
standards. The advertiser couldn't 
understand what we were talking 
about when we said that providing 
an audited breakdown of the un- 


paid alongside the paid on an ABC 
statement would be lowering stand- 
ards, 


s “But we were saying this,’ Mr 
|Haire said, “because we believed 
| that ABC was much more than ‘just 
jan audit.’ The standards we were 
talking about were the high pub- 
lishing standards a publisher /has 
;to subscribe to in order to quality 
for ABC membership. 

“The solution, as you know,” Mr 
|Haire said, “provides complete in- 
|formation on our unpaid, without 
}giving the unpaid a status ‘hal 
would be confused with our paid 

“All publications, from the - 
gest to the smallest, have some \"- 
| paid. Life has an average of 7 ) 
j}unpaid weekly. A small busi! 

paper might have 300 monthly 

“The additional information ' 
|ABC will now provide,” he : 
|“‘will give the advertiser an ins! 
into what a publisher is doing \ 
his unpaid, while preserving 
| Significant difference betwee! 
|paid subscription and a san 
|copy to a reader who has not b 
sold. 


s “While most paid-circulat: 

publishers do not sell anything ! 

their paid coverage,” Mr. Hai: 
said, “a few publishers do mak 
representations about their unpa! 
jand, of course, a few publishers 
| very few—have both their paid a! 
|their unpaid audited by anoth« 
auditing organization. All of th 


| 
| 
| 
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1 ads to confuse advertisers and is 
the root of the advertiser’s re- 
st for a classification and ge- 

o-raphical breakdown audit of the 

unpaid. 
“Statistics show,” he continued, 

“that out of 356 members of ABC, 


day th it s j 
adeestieen siumente satan nae | Seattle Car Dealer : 
Sets ‘Savings Club’ 


for Down Payments 
| 


create the ABC, and who first de- 
veloped a real confidence in adver- 
|tising when they developed con- 
fidence in a publication’s market- 
| coverage claims.” # 


with total distributions of 6,860,- | 


000, the total unpaid is only 635,- 
500, or 9.3%. That part of the un- 
paid, which publishers currently 
report as going to prospective sub- 
scribers, totals only 205,800, just 
below 3%. All the rest of the un- 
paid represent checking copies, 
promotional copies to advertisers 
and agencies and miscellaneous 
unpaid. 

“It is only the 3% (or 205,800) 
currently reported as going to pro- 
spective subscribers that interests 
advertisers, because that’s the only 
part that could conceivably be con- 
sidered supplementary market cov- 
erage. 


s “What this recent action of the 
ABC does, in effect,” Mr. Haire 
said, “is to categorize the various 


uses to which a publisher puts his | 


Ronzoi Introduces 3 Products 

| Ronzoi Macaroni Co., New York, 
jis using tv, radio and transporta- 
|tion advertising to introduce three 
new products, ravioli and meat 
balls, manicotti macaroni and im- 
ported parmesan grated cheese, in 
leastern markets. Point-of-purchase 
| material is also being used. Emil 
Mogul Co. is the agency. 


Parke Joins Simplicity 

Stephen P. Parke, formerly sales 
and promotion director for Vogue 
Pattern division of Conde Nast 
Publications, has joined Simplicity 
Pattern Co., New York, as assist- 
ant to the president, a new post, 
with responsibilities in the “adver- 
tising and publication fields.” 


rather than “deposits,” to avoid use 
of bank terms. However, Savidge 
puts the savings in a local bank ac- 
count. 


(Continued from Page 3) 

| “The basic objective of this plan 
is to enable us*to sell cars to people 
who are good credit risks, but who 


newspaper ads for the dealer. 
Romig C. Fuller & Associates han- 
dles Savidge’s radio advertising. + 


® David Pollock Agency places} 


HOOPER 
Nov.-Dec., 1057 
SAM-10PM 
PULSE 
Dec., 1957 
6AM-6 PM 
TRENOEX 
Dec., 1957 
SAM-6PM 


are unable to buy because of the 
\large down payment required,” 
Gerald Gregg, Savidge’s advertis- 
ing manager, told ADVERTISING AGE. 

Savidge does a substantial vol- 
ume of auto loans, not restricted 
to cars it sells, and facilities for 
credit checking and handling of 
loans are used for Car Saver Club 
operations, Mr. Gregg said. 

After the plan and its promotion 
have been tested, it may be made 
available to other dealers on a 
franchise basis. 

The club uses the term “bonus” 
rather than “interest” to describe 
the 7% that Savidge credits to the 
laccounts, and speaks of “payments” 


| 


unpaid, and to separate that part | 
of the unpaid which the advertiser | 
might feel represents additional | 


market coverage from that which 
he does not. For instance, some ad- 
vertisers are not interested in ro- 
tated sample copies; some are not 
interested in copies distributed at 
shows and conventions. Most of 
them are not interested in the pro- 
motional copies to advertisers and 
prospective advertisers, or to ad- 


vertising agencies. And they are) 


not interested in the copies we give 
to our employes, correspondents 
and salesmen. 

“So what this recent action of 
ABC will do,” Mr. Haire said, “will 
be to discourage sweeping state- 
ments about the unpaid, by show- 
ing the advertiser the various ways 
in which a publisher uses his un- 
paid, and by providing an audited 
account of this information. 


s “We must stop taking the ABC | 


for granted,” Mr. Haire said in con- 
clusion. “ABC started out as a great 
crusade, and it should never be al- 
lowed to stop being a great crusade 
for higher standards; not just high- 
er auditing standards, but publish- 
ing standards as well. 

“We should remember that ABC 
does not exist to sell our papers for 
us; it simply provides credibility 
for our claims, without which we 
would be selling in a climate of 
chaos. 

“The selling job is ours,” Mr. 
Haire said. “The ABC statement is 
a tremendously valuable selling 
tool. But in our selling, we must do 
nothing to reduce the acceptance 
of the ABC statement or make it 
seem any less important to the new 
people coming into advertising to- 


MEMO 


TO PREMIUM MANAGERS 
AND MAIL ORDER LIST 
OWNERS 


We'll pay you cosh for your 
box tops or inquiry letters. 

The publishing industry needs 
good mail order names. 

If you have 25,000 or more 
premium requests in your pos- 
session, we are interested. 

Many well-known national 
advertisers have found it prof- 
itable to sell us their names. 
Why not you? 

Just drop a note telling us 
how many you have on hand 
and enclose somple of adver- 
tising material which produced 

e@ names. 


ACTIVE 
MAIL ORDER LIST CO. 


241 Lafayette Street 
New York 12, N. Y. 
Phone Walker 5-2450 


‘Impressive 
. nd | ae im a 
Intensive 


“1957 — 306,504 lines 
1955 — 196,936 lines 


GAIN 109,568 lines 


+Daily circulation 163,573; 


(Publishers Statement 6 months ending Sept. 30, 1957) 
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Black and 1, 2 of 3. 


Worcester’s Sunday Telegram Feature Parade, the only locally 


edited Sunday magazine in Central New England has established a 


2 year lineage growth of over 


55.7% 


Sunday 104,590 


The Worcester 


Howord M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional! Representatives 


and a 91.9% coverage of the 
2nd market in Massachusetts 


NTELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 
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Don’t miss the big parade 


in F'argo-Moorhead 


What's up? Well, just about everything in 
this thriving, aggressive mid-western mar- 
ket. Since 1946, for example, population 
has increased 73.1%—compared to the 
U. 8S. total of 18.8%. Buying power is up, 
too—128.3% during this same period. 
Now look at retail sales in Fargo-Moorhead 
—up 163.44 in ten years! 


One of the main reasons for this steady 
growth is the increasing importance of 
these two towns as distribution points... 
Fargo ranks close to 100th in the U. S. 
dollar volume of wholesale sales. 


Fargo-Moorhead is one of the dozen largest 
meat packing and livestock handling cen- 
ters in America. The development of oil 
fields in North Dakota plus two big 
refineries and two major pipelines also play 
an important part in the economy of the 
two towns. 


If you want your share of the big boom in 
Fargo-Moorhead, PARADE and the Fargo 
Forum-Moorhead Daily News will give it 
to you. Each Sunday they call on nine out 
of ten homes in Fargo-Moorhead and six 
out of ten homes in the retail trading zone. 
Each Monday they begin to move goods 
off dealers’ shelves. 


PARADE ...The Sunday Magazine seo- 
tion of 560 fine newspapers covering 
some 2800 markets—with more than 16 
million readers every week. 


How big is (Parade! 


in Fargo 
and Moorhead ? 


Pes Ge6t of fewmities cosebes 


Weirepeiitag Cowety Aree 


The Sunday Pleture Magasine F 


Parade 


See Ee ee 


Ee oe nationally by Kelly-Smith a 


Alley Taylor 
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Hill Walker 


ELECTED—New officers af the Dallas chapter of the American Assn. of 


Newspaper Representatives are shown with the retiring president, 

H. M. Hill of the John Budd Co. They are James S. Alley, Katz 

Agency, president; Herbert Taylor, Texas Harte-Hanks Newspapers, 
vp, and Denson Walker, Branham Co., secretary-treasurer. 


Israel Dailies Set 
Supplements Noting 
Nation’s 10 Years 


Tew Aviv, Jan. 28—Israel is cele- 
brating its 10th anniversary as an 
independent state this year, and 
ime country’s three major morning | 
dailies—Haaretz, Davar and Jeru- 
|salem Post—are mounting a joint 
drive to attract more American ad- 
vertising. 

The first stage in the drive is a 
pitch for greeting or institutional 


plements the papers are planning 
for May. Space is being offered at 
a combined rate of $20 per inch in 
all three dailies. Their combined 
circulation is 270,000. 

Eliyahu Tal, advertising consult- 
ant who is heading up the drive 
for the papers, also hopes to con- 
vert American companies into reg- 
ular advertisers in Israel. 

Pointing out that on a per capita 
basis Israel is the U. S.’ best trade 
customer in the Middle East, Mr. 
Tal said up to now American com- 
|panies have been conspicuous here 
| for their lack of advertising. 


® He told ADVERTISING AGE: “It has 
been intimated, in some quarters, 
that this may be due on the part of 


ads in the special anniversary sup- | 


| some firms to pressure of the Arab 
boycott on Israel. However, the 
general feeling is that the Ameri-° 
jcan advertiser will not be influ- 
enced by such pressure into be- 
;traying the principles of free ini- 
tiative and free trade.” + 


Campbell Boosts Lenten Soups 

Campbell Soup Co., Camden, 
/N. J., will feature four meatless 
| Soups during its March Lenten 
| promotion. A “Fast Days or Any 
|Day” four-color ad highlighting to- 
mato, vegetarian vegetable, cream 
of mushroom and green pea soups 
\is scheduled for the March Read- 
er’s Digest. Full-page four-color 
ads will also appear in American 
Home, Better Homes & Gardens, 
Life, McCall’s and Successful 
Farming. Weekly soup commercials 
are scheduled for Campbell’s two 
network tv programs, “Lassie’’ and 
“Colt .45.”" Batten, Barton, Durstine 
& Osborn is the agency for the pro- 
motion. 


|Habig Joins Reynolds 

John F. Habig has been named 
to the new position of market re- 
search director of the consumer 
market of Reynolds Metals Co., 
Richmond, Va. He formerly was 
market research manager for Mys- 
tik Adhesive Products Inc. 


TELEVISION COMMERCIALS 
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Evperience Speaks...a report by Chilton 


' bé 


... Certainly trade publications are of major 
importance to both the reader and the advertiser” 


J 
a lee 


EDWI N H MAN N | N G Edwin H. Manning was born in Chicago, but spent much of his boyhood in Europe, where he 
, ' 


attended various French and English schools. Returning to the United States, he matriculated at ; 

* * 4 4 & 
Advertising and Sales Promotion Manager the University of Pennsylvania, going to the Wharton School, from which he was graduated in j 
THE GORHAM COMPANY 1932. His interesting and active business career began that same year, when he established a . 


PROVIDENCE. R.I weekly newspaper. After some months in this business, he moved to New York City and com- 
cts menced an association with large advertising agencies. In 1943 he became Advertising Manager b 
for Decea Records and 7 years later for The Gorham Company, a position to which that of Sales . 
Promotion Manager was soon added. Today he has full responsibility for all advertising and sales 
promotion activities for Gorham’s sterling flatware, sterling holloware, and plated holloware lines : 
—and for its silver polish. We recently talked with amiable Ed Manning to learn something about ¥ 


his philosophy and Xperienc e im the use of trade magazines. ka 


You will find the highlights of our conversation with this experienced and successful advertising 


executive both interesting and rewarding. Please turn the page... 
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“'..one of the most efficient, effective and economical 


Q Just what is the scope of activities here 
at Gorham, Mr. Manning? 


A We manufacture and sell a full and complete 
line of sterling and silver-plated flat and holloware 


and related products. 


Q Just what do you mean by related 
products? 


A Well, for one thing, we manufacture subjects 
in sterling silver, gold, brass and bronze for the 
service and equipment of churches and other 
ecclesiastical institutions. We have also executed 


large commissions in statuary and memorials. 
Q What is Gorham’s portion of the industry? 


A We are the largest producer of sterling silver- 


ware in the world. 


Q Under what circumstances did Gorham 
Company get its start? 


A In 1818 Jabez Gorham completed a 7-year 
apprenticeship as a silversmith and, with four 
others, opened a small shop here in Providence to 
manufacture jewelry. His products included 
beads, earrings, breast pins, rings and a specially 
designed gold chain unequaled in quality at the 
time, and known as the Gorham Chain. These 
products were sold to travelers and to business- 
men. Then, in 1831, the shop began to manufac- 
ture silver spoons in addition. These were exe- 
cuted by a young silversmith named Henry L. 
Webster, and the firm name was soon changed to 
Gorham & Webster. A little later the silverware 
line was broadened to include forks, thimbles, 
combs, children’s cups, and other small crafted 
articles. These products and this firm were the 


beginnings of what is The Gorham Company. 


Q How long has advertising been a part of 
the picture here at Gorham? 


A For many, many years. Advertising has for a 
long time been an important part of our plan for 
corporate growth—an investment in our future. 


Q What do you consider to be a highlight 
of your early advertising history? 


A Well, back in the period between 1926 and 
1928 our Master Craftsmanship series of national 
advertisements attracted wide attention. Certainly 
these helped us gain recognition as America’s 


leading silversmiths. 


Q Do trade publications play a major role 
in your advertising programs? 


A I can’t say that they play a major role so far as 
budgets are concerned. But certainly they are of 
major importance to us in reaching certain seg- 


ments of our audience. 


Q Have you been using trade papers for a 
long period of time? 


A We have—but with one lapse. Seven or 8 
years ago we dropped out of trade publications 
altogether. Then, about 3 years ago, we found a 
new and important use for them and we have been 
a heavy and consistent advertiser in the medium 


ever since. 


Q Just what is this new and important use 
you found for trade magazines? 


A To reach the salespeople in jewelry and de- 
partment stores—not exclusively to those selling 
sterling, but also those selling china, linen and 
other home furnishing articles. [t is important to 
us that these people should know something about 
Gorham quality and patterns. 


Q Just why should they? 


A We have found that the average customer 
needs to be guided in her choice of table-top ac- 
cessories. That is, she may own or plan to buy 
sterling silver and be quite wicertain as to the 


"Regardless of the particular job you have to do, the trade press makes it possible to talk direct with the people who buy or 
influence the purchase of your product.”’ 


kind of china or crystal or linens which would 
best complement the pattern of her choice. She 
instinctively turns to the girl behind the counter 
for guidance. Naturally it is to our advantage to 
have the salesclerk as fully informed as possible, 
and we use our trade advertisements to carry out 


a sales-training function. 


Q And the use of trade magazines is the 
most efficient way of reaching these sales- 
people? 


A I'm sure it offers one of the best ways. Cer- 
tainly it’s done a very successful job for us. As I've 
already said, this particular use is the principal 


reason we had for going back into the trade press. 


Q What reaction have the various stores had 
to your sales-training type of advertising? 


A Most favorable. In many instances they |\.ve 
made mailing lists available to us so that we «an 
send reprints of our advertisements direct to ‘he 
homes of the salespeople we want to reach. ‘Ve 
also know of more than one case where our (de 
advertising has been the subject of sales-trai’ ng 
meetings conducted by stores. 


Q Then your trade advertising is cor ed 
to sales training strictly? 


A Not entirely so. In addition to teaching \¢ 


coordination of table-top accessories, we eX)" 
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ways to reach and influence a selected audience” 


the differences in quality in holloware, picture 
new patterns, and give other points of informa- 
tion which will help the salesclerk do a better job. 
But we are always careful to make our advertise- 
ments rewarding—as helpful to the reader as 


possible. 


"We also know of more than one case where our trade 


advertising has been the subject of sales-training meetings 
conducted by stores.”’ 


Q In other words, you believe that the func- 
tion of trade advertising should be somewhat 
like the function of the editorial section of 
a magazine? 


A Absolutely. It has to offer something reward- 
ing to the reader or it is of little value to anyone. 


We like to stay away from the standard kind of 


suspender-snapping operation which asks you to 
look at the wonderful displays and at the won- 
derful national advertising campaign which 


reaches your customers. 


Q Gorham has its own direct sales force, 
does it not? 


A Yes. We have some 35 men, each of whom 


sells the entire line. 


Q How are your advertising programs mer- 
chandised to them? 


A Our advertising plans are reviewed at length 
during our semiannual sales meetings. In addi- 
tion, each salesman is given a complete folio of our 


advertising, which he uses as one of his sales tools. 


Q Based on your personal experience, how 
do you evaluate the trade press as an adver- 
tising medium? 


A I'm certain that my thoughts are not original, 
but | do honestly believe that trade papers have a 
very positive and enduring function, and that if 
the advertiser is smart enough to use his space 
properly—to give the reader something in return 
for the time he spends reading the advertisement 
—he'll get a real return on the investment made. 
And of this one thing Lam certain, when pgoperty 


used, the trade press, buttressed by a coordinated 


sales promotion program, is one of the most efli- 
cient, effective and economical ways to reach and 


influence a selected audience. 


Q Do you believe that trade publications 
are increasing in their importance and value? 


A I have no way of measuring an increase of 


that type, but certainly trade publications are of 


major importance to both the reader and the ad- 
vertiser. Just look at the number of current copies 


I have on my own desk. 
Q Will you elaborate on this statement a bit? 


A Well, first let’s consider the reader—let’s say 
a retailer. To him his trade press is important be- 
cause it gives him all the latest information on 
successful retailing and merchandising methods, 


thus helping him build and develop his business. 


Q And what can you say about their value 
to advertisers? 


A Regardless of the particular job you have to 
do, the trade press makes it possible to talk direct 
with the people who buy or influence the purchase 
of your product. They make it possible for you to 
keep your name and message before your audience 
every day of the week—ready to be seen and read 


at their convenience. 


Trade and industrial magazines are the all-important link between you and the buying influences you want to reach. They provide the 


means for reaching your customers and prospects on Common ground —at a ume when they are most receptive to your sales messages. 


In this respect, they fill a role unduplicated by any other known selling force. 


Chilton, one of the most diversified publishers of trade and industrial publications in the country, has the resources and experience 


needed to make each of 16 magazines outstanding in its field. Each covers its particular field with an editorial excellence and strict control 


of circulation that assure confidence on the part of both readers and advertisers. With such acceptance goes proportionate selling power. 


Publisher of: Department Store Fconomist « The Iron Age « Hardware Ag« 
Commercial Car Journal + Butane-Propane News + Electronic Industries « J: 


Optical Journal & Review of Optometry + Distribution Age + Aircraft and M 


hilton 


COMPANY 


Chestnut and 56th Streets » Phila |phia 39, Pennsylvania 


clers’ Circular 


Phe Spectator « Automotive Industries - Boot and Shoe Recorder 
Kevstone « 


ssiles Manufacturing + Business, Technical and Educational Books 


Motor Ave « Gas « Hardware World 
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Consignment Selling 
Needed to Compete, 
Sun Oil Tells FTC 


WASHINGTON, Jan. 28—The Sun 
Oil Co. told the Federal Trade 
Commission that it had to resort 
to a consignment system of selling 
in the Norfolk-Portsmouth-Vir- 
ginia Beach area because prices 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspo- 
pers—national, sectional or local 
—magozines, trade-popers. 


Est. 1888 


e BA 7-5371 
165 Church's St., New York 7, N. Y. 


|stallations at 
| they 


PRESS CuPrmns BUREAU | 


for gasoline were so low at nearby 
military installations that inde- 
pendent stations could not com- 
pete. 

The statement was in reply to 
a commission complaint which 
contended the consignment system 
resulted in a reduction of the 
dealer's margin of profit and was 
forced on dealers against their 
will. 

Sun said independent dealers 
would have been undersold by in- 
17 military bases if 
were forced to pay normal 
wholesale prices for gasoline. = 


| Western Names Two 


Western Advertising Agency, 
Chicago, has named Richard J. 
‘Cech and Owen R. Leffler to its 
account-contact staff. Mr. Cech 
formerly was director of public re- 


lations of the Pure Milk Assn.,| 


Chicago. Mr. Leffler, 
work in Western's Racine, Wis., 
office, formerly was advertising 
manager of Gehl Brothers Mfg. Co. 
West Bend, Wis. 


who will 


‘Enquirer’ Joins Te. 
Top Brands Survey ~ 
The Cincinnati &£ 
joined the Ten Top # 
survey group, whic 
vertisers with con 
ences in the newspa; ; 
media penetration a: ’ on 
characteristics of | \ ket. A 
national, combined o be 
published next fall w: nar- 
ket by market compa! sons for 80 
product categories. 

Member papers « . Bea- 
con Journal, Charlotte Observer, 
Cincinnati Enquirer, Dallas Morn- 


ing News, Houston Post, Los An- 
geles Herald-Express, Miami Her-| 
ald, Portland Oregonian, Toledo 


Blade, Wilmington News-Journal 
and Youngstown Vindicator 


‘Baby’ Boosts Rates, Guarantee 

Your New Baby, New York, will 
boost its circulation guarantee 35,- 
000 to 535,000, effective with the 
July, 1958, issue. Rate for a b&w 


, page will be advanced $175 to $3,-_ 


300. 


..when you speak 
, through KOIN-TV. 
In Portland and an 
incredible 3O0-county 
oe area in Oregon and 
\ listens most, reacts most, 
when KOIN-TVY is your 
voice. (Confidentially, 
the gentlemen from 
CBS-TV Spot Sales become 
positively lyrical when they 
discuss her buying habits. 
You need ask only once.) 


Washington,she looks most, 


ae 
: 


Advertising Age, Febri 


Nielsen Network TV 


Two Weeks Ending Dec. 21, 1957 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 
TOTAL HOMES REACHED 


Progrom 

1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
2 Perry Como Show (Several sponsors, NBC) ... 
3 Ed Sullivan Show (Mercury, Kodok, CBS) .......... 
4 Jack Benny Show (Lucky Strike, CBS) ............ 
5 Steve Allen Show (Several sponsors, NBC) ..... : a 
6 Tales of Wells Fargo (American Tobacco, Buick, NBC) 

7 I've Got A Secret (R. J. Reynolds, CBS) ............... 7 
8 GE Theater (General Electric, CBS) 

9 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..... 
0 DuPont Show of the Month (CBS) ........ 


PROGRAM POPULARITY? 


Program 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Perry Como Show (Several sponsors, NBC) ............... 
Ed Sullivan Show (Mercury, Kodak, CBS) ...... 
Jock Benny Show (Lucky Strike, CBS) .......... 
Tales of Wells Fargo (American Tobacco, Buic k NBC) 
Steve Allen Show (Several sponsors, NBC) ...... 
GE Theater (General Electric, CBS) 
I've Got A Secret (R. J. Reynolds, CBS) 
Alfred Hitchcock Presents (Bristol-Myers, CBS) 
Cheyenne (General Electric, ABC) 


ow@no we Wn — 


Nielsen Average Audience** 


Program 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Jack Benny Show (Lucky Strike, CBS) .... 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 
I've Got A Secret (R. J. Reynolds, CBS) . 
GE Theater (General Electric, CBS) ................ een 
Donny Thomas Show (General Foods, CBS) .... : 
Alfred Hitchcock Presents (Bristol-Myers, CBS) ... 
Perry Como Show (Several sponsors, NBC) ................... 
Wyatt Earp (General Mills, Procter & Gamble, ABC) 
$64,000 Question (Revion, Norelco, CBS) 


vo 
a 

> 

©. 
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PROGRAM POPULARITY? 
Rank Program 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 
Jack Benny Show (Lucky Strike, CBS) ........... 
I've Got A Secret (R. J. Reynolds, CBS) .... 
GE Theater (General Electric, CBS) ............ 
Alfred Hitchcock Presents (Bristol-Myers, CBS) 
Danny Thomas Show (General Foods, CBS) 
Wyatt Earp (General Mills, Procter & Gamble, ABC) 
Perry Como Show (Several sponsors, NBC) 
Have Gun, Will Travel (Whitehall, Lever, CBS) 
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*Homes reached by all or any part of program, except for homes viewing only one to 


five minutes. 


**Homes reached during average minute of the program. 


‘Percented ratings based on ty homes within reach of station facilities and by each 


program. 


“Hur jag onskar att 
vi hade en 
McGrath 


An advertising man from Stockholm, 
Sweden (a real sharpie, by the way), 
after going through the McGrath 
plant and observing the quality of 
its engravings, was overheard to 
say, “I envy American advertisers. 
*How | wish we had a McGrath in our 
country to make engravings for us.” 


2 Thos. F. McGrath > 


and Associates 


) . Night Service 
Photo Engravings ba nee 


Have you tried McGrath for engravings? You should— 
indeed you should! Celor os well as black and white. 


JA 
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| CBS-TV Film Sales Names 3 

CBS-Television Film Sales has 
| promoted Frederick L. Gilson, who 
joined the company’s sales training 
| Program, to an account executive 
|in New York. The tv film syndica- 
tor-distributor also has appointed 
William J. Hooper an account ex- 
ecutive in Chicago and Kenneth 
M. Flower to its San Francisco 
sales staff. Mr. Hooper formerly 
was with ABC Film Syndication. 
Mr. Flower previously was with 
KNX, Los Angeles. 


Non-fattening 


| TOMATO suIce 


| H-R Names Goldberg, Meany 


Robert V. Meany, formerly of 
Batten, Barton, Durstine & Osborn, 
has been named presentations di- 
rector and Martin Goldberg, as- 
sistant director of 
been promoted to audience and 
market analysis director at H-R 
Television and H-R Representa- 
tives, New York. 


WIIC-TV Appoints Shannon 
James Shannon has been ap- 
| pointed national sales representa- 


research, has | 
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|tive of WIIC-TV, Pittsburgh. He| Swink Gets Structoglas 


was formerly with Ketchum, Mac-| Howard Swink Advertising, 
Leod & Grove, Pittsburgh, as chief | Marion, O., has been appointed to 
radio-tv time buyer for consumer | handle advertising and publicity 
accounts. | for the Structoglas division of In- 
| ternational Molded Plastics, Cleve- 
‘Heritage’ Switches Agencies _ and. 
American Heritage, New York, 
hard cover magazine, has switched 
its advertising account to Vos & Co. 
from Fairfax Inc., both New York. 
Pages in supplements and consum- 
er magazines will be used in sub- 
scription ads. 


Laux Appoints Juried 

Laux Advertising, Ithaca, has 
appointed Nicholas J. Juried, for- 
merly manager of Cooperative Di- 
gest and Farm Power, a senior ac- 
count executive. 


| \ 
\ 


eee ee 


What single 
compact market 


INSPIRATIONAL—This display pro-| 
motes Libby, McNeill & Libby’s 
non-fattening tomato juice in 7 \ 

stores. \ 


‘Life’ Ads Lure \ 
New Subscribers \ 
Before Price Hike 


New York, Jan. 28—Last 
Wednesday and on the next two 
Wednesdays some 20,000,000 fam- 
ilies in half the country’s top mar- 
kets will receive Life’s semi-annual 
direct mail subscription offers, 
keyed this year to the magazine's 
impending price rise. 

Teaser ads appeared Monday 
and Tuesday in the markets 
covered last week—the New York- 
Pennsylvania-Connecticut area— 
and then larger and more pointed 
announcements told viewers and 
listeners that “this is the day” that 
“a whale of a last chance offer” 
would be found in their mail boxes. 
Media included newspapers, radio 
and tv. 

The direct mail piece offers 39 
weeks of Life for $3.99, a figure 
that comes to a fraction above the 
teaser and prices of “a dime” 
quoted for the magazine. In the 
four-page direct mail piece it is 
pointed out that paper and print- 
ing costs pushed the price of Life 
on newsstands from 20¢ to 25¢ 
last October. Subscription price 
will go up too in a couple of 
months, said Life 


® Young & Rubicam is the agency 
The direct mail operation was 
handled by O. E. McIntyre Inc., 
New York, on a schedule worked 
out in cooperation with postal 
officials and postmasters through- 
out the country. 

This week the campaign will 
center in the Midwest and during 
‘he first week of February it will 

ift to the South and to the San 

rancisco area. The other half of 

e top U. S. markets will be 

vered in similar fashion in May 

Normally, circulation promotion 

conducted in two parts: in Jan- 

iry and September, to coincide 
ith the publication of new tele- 
ione directories in the U. S. But 
1e¢ second mailing was moved up 
‘oO spring this year because of 
Life’s anticipated newsstand price 
oost. + 


owa State Gets ABP Grant 

The department of technical 
ournalism at Iowa State College, 
\mes, has been awarded a $1,000 
rant in aid by the education com- 
iittee of the Associated Business 
‘ublications. This is the first in a 
eries of grants to be given journal- 
sm schools by the ABP to extend 
he teaching of business paper pub- 
lishing. 


You can 


Here’s how the 
Cleveland Market 
sells 4% 

billion dollars 


buys MORE than 
\ the entire state of 


Virginia 


> 


Pa 


\N 


\ 


\ 


ig 


/ 


—— > . 


‘aus qu aus aus Gam cam a> ae > o> oewat” 


—— —e oe oe 


I ame me 


it's The Cleveland 
Piain Dealer Market ) 


sell it everyday in 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES’ 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000 000 
Total Retail Sales 2,247,897 1,999,804 4,247,701 
Retail Food Sales 549,318 484,163 1,033,481 
Retail Drug Sales 85,930 55,457 141,387 
Automotive 382,082 390,920 773,002 
Gas Stations 120,031 157,081 277,112 
Furniture, Household Appliances 124,695 102,572 227,267 
(Source, Sales Management Survey of Buying Power, May 10, 19 7) 


Akron, Canton and Youngstown’s Counties are not included in above Sales 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network, 
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Charney Adds Three 

Charles J. Charney & Co., New 
York, has been appointed to handle 
advertising for three new accounts. 
They are Bobie James Sportswear, 
manufacturer of women’s blouses; 
Jameshire Ltd., maker of women’s 
suits, and Betsy James Sportswear, 
manufacturer of children’s blouses, | 
all of New York. Modern Mer- 
chandising Bureau is the previous 
agency. 


| Publications Name Brettman 


James C. Brettman has been 
named regional advertising man- 
ager of American Aviation and| 
World Aviation in the Cleveland | 
sales territory. Douglas Boynton, 
who previously covered this terri- | 
tory for several American Avia-| 
tion publications, will now concen- 
trate on Missiles & Rockets, which | 
will be published weekly starting | 
in July. 


Clean-cut 


to con Rue 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago ! 


| 


| 


Do More Selling to Keep Soap Sales Apace 
With Economy, Arno Johnson Tells Group 


New York, Jan. 28—The nation’s|“And, at current prices, the dollar 
soapmakers were urged last week/|sales of the industry should have 


to increase their selling efforts 
in order to have consumption of 
their products keep pace with the 
expanding economy. 

Speaking before the 31st annual 
convention of the Assn. of Ameri- 
can Soap & Glycerine Producers, 


| Arno H. Johnson, vp and senior 


economist of J. Walter Thompson 
Co., said that the velocity of change 
in markets and population calls for 
raised sights on the part of all mar- 
keters. 

“Had families changed their 
soap consumption habits as rapidly 
as they moved up in income, had 


they taken on the physical con-| 


sumption habits of the income 
group into which they moved, the 
tonnage consumption of soaps and 
detergents should have increased 
23% between 1950 and 1956 or 
twice as much as the actual report- 
ed increase of 11%,” he declared. 


increased 48% instead of the re- 
ported 33% increase in those six 
years.” 


s A “habit lag” has held soap sales 
well below their potential, he went 
on. “In addition to our recognized 
ability to produce and the potential 
purchasing power increased pro- 
ductivity can generate, we must 
have recognition of the need to 
educate consumers and change 
their habit patterns of thought and 
action if we are to match produc- 
tion with consumption through a 
higher standard of living.” 
Reiterating his often-stated con- 
tention that total sales must be in- 
j}creased 50% within the next ten 
years to keep pace with increasing 
|production, Mr. Johnson pointed 
jout that “by 1968 our total produc- 
ition of goods and services in the 
U.S. should grow to over $650 bil- 


How to fish for men 
with the help of Air EXpress and Extra-Fast Delivery. 


This is the story of a big profit that didn’t get away. 


Seems that when a run of fish develops anywhere in the 
country, men from miles around rush to buy rods, reels, 


hooks, everything. The 


fish won’t wait, and fishermen 


can’t. So an alert manufacturer casts his net in these 
moneyed waters, and lands the business — with the help 
of Air EXpress. He speeds deliveries to stores, even 
thousands of miles away, no later than overnight. 


If you, too, would like to land extra sales — no matter 


and towns. It multiplies 


what you sell — call Air EXpress, the name with the 
“X" in it. For Air EXpress is the only complete door- 
to-door air shipping service to thousands of U.S. cities 


your selling opportunities with 


10,212 daily flights on America’s scheduled airlines — 
plus fast pick-up with 13,500 trucks (many radio con- 


trolled) — plus a nationwide private wire system. Yet 
Air EXpress is inexpensive; a 15 lb. shipment from 
South Bend, Indiana to Grand Junction, Colorado costs 
only $8.03 with Air EXpress — $1.68 less than any other 


complete air shipping method. 
Call Air EXpress. 


e_y 


Explore all the facts. 


ZUR GeREISS 


GETS THERE FIRST via U. S. SCHEDULED AIRLINES 


CALL AIR EXPRESS B ... division of RAILWAY EXPRESS AGENCY 
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lion in terms of 1957 prices com- 
pared with $436 billion in 1957.” 
And he added that $650 billion by 
1968 is “a conservative measure.” 


® Outlining the changes in educa- 
tion, population, home and family 
life and other factors influencing 
the growing economy, Mr. Johnson 
concluded that they would provide 
greatly increased competition as 
well as growth possibilities for in- 
dustry and services. 

“With the increased share of the 
consumers’ income in the form of 
discretionary spending power, 
competition for the consumers’ 
choice is broadened. It goes beyond 
just brand vs. brand or competing 
services within a classification. It 
will include competition between 
whole product classes or with en- 
tirely different interests and serv- 
ices, such as travel.” . 


® To support the $650 billion pro- 
duction level of 1968, Mr. Johnson 
forecast total advertising expendi- 
tures “from $17 billion to $21 bil- 
lion,” or between 4% to 5% of the 
standard of living. 

“It suggests re-examination of 
the sales organization and the ad- 
vertising budgets to see if they are 
adequate for the job to be done 
and for the opportunity that ex- 
ists. Formulas based on past rela- 
tionships of selling and advertising 
to sales may no longer be realistic 
in view of the growth of competi- 
tion, expansion in the number of 
primary prospects, and the need 
for education to change habits and 
ideas,” he concluded. 


® Another convention speaker, Dr. 
Harry Deane Wolfe, managing di- 
rector, Behavioral Science Re- 
search Inc., chided the soap men 
for letting their advertising agen- 
cies do all or most of their motiva- 
tional research and at the same 
time urged wider and more intelli- 
gent use of the technique. 

After a detailed discussion of the 
role of motivation research, Dr. 
Wolfe went on: 

“TI hesitate to introduce the next 
subject for fear of being misunder- 
stood, but it is one of the chances 
that will need to be taken. Too 
many advertisers are permitting 
their advertising agencies to do all, 
or most, of the motivation re- 
search that is being done. This is 
false economy and will not lead 
to the maximum results for two 
basic reasons: 

“1. The 15% commission al- 
lowed to the agencies does not, in 
my opinion, give them sufficient 
cushion to engage in long-range 
scientific motivation research. 
Many base lines will need to be es- 
tablished which will take a great 
deal of time and money. The ad- 
vertising agency is an operating 
business which must produce prof- 
its from its year’s labors. 

“2. The advertising agency is 
not the proper environment for ob- 
jective scientific study—again, it 
is an operating business which is 
designed to get the job done to- 
day. There is not the calm, peace- 
ful study atmosphere which is so 
necessary for the care and feeding 
of basic research. 


® “Some of this work needs to be 
done in the cloistered universities,” 
he continued. “Much could be done 
by the advertisers and, as stated 
before, foundations especially en- 
dowed by advertisers to do this 
work should be established.” 

He leveled additional criticism 
against the use of lip service “MR” 
by the advertising business. 

“Advertising is not nearly as ef- 
fective today as it could be if we 
were using more motivation re- 
search and using it more intelli- 
gently. Much lip service is being 
given to motivation research by 
many who have jumped in, or- 
dered one, or a few, motivation re- 
search surveys and have come up 
with a very deliberate conviction. 
We tried motivation research once 
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— | 


"Speaking of your peaches & cream com- 
plexion . . . Don't you think you'd better UP 
the milk order?” 
HUMOR APPROACH—The Philadelphia 
Dairy Council is boosting milk 
with cartoons like this offered free 
—in reproduction proofs or mats— 
to area employe magazine editors 
and weekly community newspa- | 
pers. Ball Associates creates the | 
cartoons. | 
} 


and it did not work for us. Again, 
the all-or-nothing approach, it is 
like saying that ‘I ate today and it 
is not going to be necessary for me 
to eat tomorrow.’ 

| 


« “The advertiser who does not 
learn all he can about what words, | 
phrases and pictures motivate peo- | 
ple, and then back up those words 
with an outstanding product, skil- 
fully merchandised, properly 
priced, widely distributed, consis- 
tently promoted, will not make the 
progress and, hence, will fall be- | 
hind.” 

Admen can’t be their own moti- 
vation research men, the speaker | 
contended. “It is difficult for the | 
average educated, polished biblio- 
phile writing advertising copy, 
whose knowledge of words is in- 
finitely sharper than that of the 
average person, to even allow the | 
thought that one phrase could have 
more than a few meanings. 

“It is in this context that moti- 
vation research can help the ad- 
vertising fraternity because, in its 
search for the strongest possible | 
words, only research can bring! 
forth the best answers. They can- 
not be dredged up from the minds 
of even our best copywriters.” 

While companies spend millions 
in research to develop and main- 
tain superior products, advertising 
agencies are remiss in their copy 
research, he charged. 

“How much do you think the ad- 
vertising agencies are spending on) 
the research to develop and main- 
tain superior advertising copy? If 
you check it, you will be amazed to 
see how little actual motivation re- 
search is done on copy, layouts and 
illustrations for the individual 
brand being advertised.” 


® A personality portrait of what 
he termed the “one man band” 
S Manager was outlined by 
Ralph L. Ericsson, general sales 
manager, Texas Butadiene & 
mical Corp., as an individual 
1 (1) creative imagination, (2) | 
©) nusiasm, with (3) an analytical) 
m id, (4) professional attitude and | 
working in a favorable man- 
ment climate. 
n his review of the year, outgo- 
'. association President E. B. Os-| 


nh reported that 1957 “was the 
lest legislative year we have 
r had.” 
In 38 states local attorneys 
re employed to represent our in- 
Sts. Regulations covering the 
of coupons, weights and meas- 
, trademarks, food, drugs and 
netics, prison-made goods and 
he-ardous substance bills, were 
So .e of the many legislative pro- 
als having committee atten- 
n. , 


Succeeding Mr. Osborn, who is 


president of Economics Laboratory 


Inc., as head of the association is | 
Andrew K. Forthmann, president | 
of Los Angeles Soap Co. He is the | 
first West Coast soap maker ever to 


be elected president of the 
group. # 


Strickling Succeeds Dietz as 
Loew's Ad, Publicity Chief 
Howard Strickling, for many 
years head of MGM studio publici- 
ty, has been appointed director of 
advertising, publicity and exploi- 
tation for Loew’s Inc., New York, 
replacing Howard Dietz, who re- 
signed as ad vp but will continue 
with Loew’s on a consultant basis. 


continues as director of advertis- | 


ing and Dan Terrell as director of 
publicity, both working out of 
New York. 


Hamilton Promotes Three 
Hamilton Mfg. Corp., Columbus, 
Ind., maker of Cosco furniture, 
has promoted three key members 
of its advertising staff. James F. 
Rhoades, formerly advertising 
manager, has been named to the 
new post of director of advertising. 
John Nolan has been named ad- 
vertising manager of the Cosco 
household division. He was assist- 
ant advertising manager. William 
K. Clark has been named adver- 
tising manager of the Cosco office 


Mr. Strickling will make Holly-|furniture division. He had been 
wood his headquarters. Si Seadler| assistant advertising manager. 


6,293,059 


TV GUIDE’s January 4th issue sold 4,910,203 single copies and 1,383,456 by 
subscription for a total estimated net paid circulation of 6,293,659 copies. It was the second 


successive issue to sell over 6 million copies. 


This achievement was forecast publicly by TV GUIDE last April. Its realization 
is nonetheless a matter for pride. It is the sixth such ‘“‘million milestone’ for TV GUIDE 


in less than five years as a national magazine. 


This is history being made. Such a publishing story has never before been 


written, nor has any publication ever been accorded so dramatic a public acceptance. 


TV GUIDE is proud that so many families welcome each issue to their homes. 
It is particularly gratifying that most of them go out each week and buy TV GUIDE at 
full cover price at their favorite supermarkets, drugstores, or newsstands. No other maga- 


zine in America exerts such no-markdown magnetism on its readers. 


Advertisers value this magnetism, just as they value TV GUIDE’s seven-day 
readership in each TV GUIDE home. These factors guarantee to them more total audi- 
ence exposure at far less cost than can be assured by any other magazine. Consequently, 


the records show 75°% gain in advertising revenue for 1957. 


TV GUIDE’s growth has only begun. Its circulation horizons are still distant. 
Its fullest value to advertisers has yet to be explored. One fact is clear—TV GUIDE 
reaches deep into America, to where sales success is determined. No advertiser can afford 


to overlook such an opportunity to display his wares. 


AMERICA’S TELEVISION MAGAZINE 
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Your A.A.W. rep 

lives and breathes it! 

For 69 years his 

life blood has been making 


metal sign-space sell, 


The world over, strong sales 
messages call for the 
American Art Works sign. 


Reason? Metal Signs LAST. 
Also, national advertisers 
know that questions of size, 
shape and selling impact 

get ironed out pronto when 
you call American 


Art Works. 


Whether it's a few thousand 
eye-catchers to break into 

a new area... ora million 
signs to remind the world, 
if it’s metal... 


“Tt’s a good sign... 


when you cali 
American Art Works!” 


Point-of-purchase metal displays « 


Fidler McLeon 


| 
| 


PRESENTATION—Scripps-Howard Newspapers exrecu- 
tives present the chain's 1957 Advertising Idea of 
|the Year award to Robert McComas, ad director of 
the Evansville Courier & Press, during ceremonies at 
the 24th annual retail conference held by the news- 


papers prior to the NAEA meeting 


Benedict McComas 


senting the award is H. H. McLean, assistant to the 
director in charge of the retail advertising division; 
looking on are Lewis S. Fidler, director of the S-H 
general advertising department, and George Bene- 
dict, business manager, and W. C. Bussing, presi- 
dent, both of the Courier & Press. 


in Chicago. Pre- 


Screen Actors Seek 
‘Boost in Rates for 
Filmed TV Ads 


New York, Jan. 28—Screen Ac- 
tors Guild opened its bargaining 
talks with tv film commercial pro- 
ducers and advertising agencies by 
asking for 15% to 100% higher 
minimum rates as well as several 
other basic contract revisions. 

Some of the major demands ad- 
vanced here last week for a new 
two-year contract to replace the 
present agreement, which expires 
March 20, are: 


e New geographic classifications 
for the use of spot commercials. 
Use payments now reach a maxi- 
mum when the commercial is tele- 
vised in more than 20 cities. The 
new contract would limit Class A 
usage to 21 to 50 cities and add 
two new classes—class AA, 51 to 
100 cities, and class AAA, over 100 
cities. 

New York, now weighted as 
equivalent to seven cities, would 
be counted as 21 cities and auto- 


matically qualify for class A rates.|a 13-week period for a talent pay- 
Chicago and Los Angeles, which are ment of $650. SAG asks a re-use 
now treated as equivalent to seven payment each time a program com- 
cities each, would be counted as mercial is repeated in 21 cities or 
equal to 11 cities each. Other ma- | more. = 

jor cities whose set circulation has 


gone up noticeably since 1952 also Parmer in the Dell Opens 
would be re-weighted. Farmer in the Dell, the first of a 
e Tightening of editing privileges. series of dairy drive-ins, has 
The present agreement permits the opened near Albany, N.Y., on 
editing of one longer or shorter routes 9 and 20. Open seven days, 
version of a commercial without the unit handles Stewart Dairy 
its being classified as a separate milk and ice cream products and 
commercial. The new agreement will add other dairy items shortly 
would classify all additional ver- Goldman & Walter Advertising, Al- 
sions as separate commercials. bany, is handling the account. 
© Establishment of a separate pa ca —— — 
category, at higher rates than at 7 Cee Ge: ep Sao. 
present, for so-called “wild” spots 
(primarily at station breaks), and Ebbert Joins Gourtain-Loett 
for spots and commercials used on George C. Ebbert has joined 
local participating programs. Gourfain-Loeff, Chicago, as public 
e If a sponsor wants to include | Telations director, succeeding Fra- 
more than one product in a com-|“!€" Nounnan, who left to become 
mercial, he will have to pay for P* director of Campbell-Mithun, 
at least two commercials. Chicago. Gourfain-Loeff also’ has 
been named to handle advertising 
|e Lifting of the maximum pay- for Winegard Co., Burlington, Ia., 
ment ceiling which now permits maker of television accessories. 
an advertiser to repeat a class A | Biddle Co., Bloomington, II1., is the 
program commercial at will during |‘ previous agency. 


| THE INQUIRING ADVERTISER: 
| 


“Is It True What 


Mr. Walker: So, just as WDIA occupies a unique posi- 
tion as a powerful sales force in the Memphis area, 
obviously the Memphis Negro occupies a unique position 
in the area’s booming economy. 


Mr. Ferguson: This is the era of the diversified South 
... With a sound, prosperous economy based on com 
merce and industry as well as agri- 
culture. More and more industry is 


They 


moving to this region. 


Say About Memphis?” " 


Answered by Bert Ferguson 


and Harold Walker of 


Mr. Walker: And the Negro has be- TL 
come a vital factor in the Memphis Bria: 
area’s growth. He is elevating his ® 


standard of living, his income, his 


Tackers « 

Flange signs « 
Store-front signs « 
Stamped frame signs « 


Highway Displays « 


. ' 


‘ Call our representative in your area. 
4 Executive offices: 711 Fifth Avenue, New York 22, N. Y. 
Plant: American Art Works, Coshocton, Ohio 


Radio Station WDIA, Memphis 


QUESTION: Is it possible that I can actually reach 
over 40% of the Memphis trading area as a unit... . 
through just one medium? 


Mr. Ferguson: Yes, it’s true what they say about Mem- 
-— that WDIA literally reaches the entire Negro popu- 
ation in this trading area—which makes up over 40 of 
the Memphis market! 


| Mr. Walker: By programming exclusively 
to the Negro, WDIA occupies a unique posi- 
tion as a high-powered sales force in the 
| Memphis area. Its all-Negro staff couples Py: 
powerful personal appeal with hard-hitting © 
salesmanship . . . and the Negro responds 

with racial pride and staunch loyalty, to 

support the products advertised on his station. 


Mr. Ferguson: The only 50,000 watt station in the Mem- 
phis area, WDIA combines power, coverage and follow- 
~~ as no other medium can .. . to 
ominate commercial contact with the 
1,237,686 Negroes within its radius. That's 
almost one-tenth of the Negro popula- 


tion of the United States .. . delivered 
to you as a unit! 


Mr. Walker: Yes—and it’s a sales re- 
sponsive audience with a buying power 
of well over half-billion dollars! 


Mr. Ferguson: Negroes in the Memphis 
market, with an earning power of $616,- 
294,100 last year, spent, on the average, 
80% of this income on consumer goons! 


buying power. He has a far higher 
comparable income than Negroes in any other area in 
the country! 


Mr. Ferguson: According to a 129-city survey by one of 
the country’s largest corporations, Memphis ranks first 
in ratio of total Negro to total white income. The Mem- 
phis Negro has $28.79 of income for every $100 of white 
income. That’s quite a contrast with $7.89 of Negro 
income for every $100 of white income in Chicago . . 
$8.72 for every $100 in Philadelphia! 


Mr. Walker: The Negro’s marked and sustained advance 
in earning power manifests itself in his purchase of con- 
sumer goods. This Memphis market buys 63.8 of the 
flour sold in ~~ . . . 43.5% of the canned meat 
... 41% of the packaged soaps and detergents! 


Mr. Ferguson: WDIA creates high-volume sales and 
profits for over 200 advertisers, far more than any other 
radio station in Memphis. Take it from such year-round, 
year-after-year advertisers as Kellogg Corn Flakes. 
Gold Medal Flour, Camel Cigarettes and 
Bayer Aspirin—it’s true what they say 


about Memphis . . . and WDIA! 
Mr. Walker: WDIA can act as a high pow- 
ered sales force for you. Write us . . . let 


us know what product you want to sell. 


Mr. Ferguson: We'll send you facts and fig- 
- ures showing how WDIA can deliver over 
40% of the Memphis market to you ... as a unit! 


WDIA is represented nationally by John E. Pearson 
Company 
WDIA 50,000 Watts 
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Subliminal TV Ad's 
Dimness May Impair 
Value: Psychologist 


‘wicaGo, Jan. 28—Subliminal 

ojection Co. is evidently em- 
»oying a dimness factor in its 
current tv tests (AA, Jan. 27), 
, opardizing either the value or 
ne subliminality of their sublim- 

ial ads on tv, according to a 
»sychelogist here. 

Dr. Jack N. Peterman, director | 
of psychological research for| 
Buchen Co., Chicago, told Apver- 
risiInc AGE that the subliminal tv 
ads tested before the Federal Com- 
munications Commission using an 
exposure of 1/20 of a second (AA, 
Jan. 20) could have escaped the | 
viewers’ conscious attention as they | 
did only if they were flashed con- 
siderably dimmer than the primary 
image on the screen. | 

He quoted ADVERTISING AGe’s re- 
port (AA, Jan, 20) that, “To prove 
the ‘commercial’ was actually on 
the sereen, the picture was dim- | 
med at various stages of the | 
demonstration enabling ‘Eat pop-| 
corn’ to come through.” 

The weakness of the dimming | 
technique for such a long ex-| 
posure, he said, is that it is at the 
mercy of the widely varying con- 
trast beween the subliminal mes- 
sage and the primary image. 


s The intensity of most primary 
images on tv varies radically and 
quickly, he pointed out. A sub- 
liminal ad flashed at 1/20 of a 
second one moment might be so 
dim under an intense primary 
picture that it might be lost even 
to the subconscious. Later the same 
message at the same speed and in- 
tensity could come through so 
intensely as to be supraliminal— 
in other words, not subliminal at 
all, Dr. Peterman explained. 

Dr. Peterman, who, during the 
past 20 years, has worked on radio 
and tv audience reaction research 
for Columbia Broadcasting System 
and Mutual Broadcasting System | 
as well as in audio-visual studies | 
for the U. S. Air Force, questions | 
whether Subliminal Projection Co. | 
has overcome the basic technical | 
limitations of tv as a subliminal 
medium. 


® There is a big difference, he 
pointed out, between the 1/3000 of 
a second exposure Subliminal Pro- 
jection Co. says it used in its 
theater trial using a stroboscopic 
projector and the minimum 1/30 
of a second exposure time possible 
on tv. Exposures of an intensity 
equal to the primary image are 
certainly subliminal at 1/3000 of | 
a second, he said, but definitely | 
supraliminal at 1/30 of a second | 
or less. | 

Dr. Peterman compared 1/20 of 
a second with the flash one would | 
zet from a message on one frame | 
of a 16mm film running at 24 
frames per second. Most anyone | 
an spot a scratch on one film 
rame or a splicing job across onc 
rame even at that speed, he as- 
rted. + 


Smith Heads Merchandising 

A. F. Smith has been promoted 
) the new position of director of 
nerchandising of A. O. Smith 


‘orp., Milwaukee. He had been | 


narket research director, and will 
be succeeded in that post by N. A. 
Prusinski, formerly of the control- 
ler’s staff. Mr. Smith will report 
to S. E. Wolkenheim, vp of mar- 
keting. His responsibilities will 
cover advertising, exhibits and 
lisplays and product publicity and 
romotion. 


Wiggers Joins E. H. Brown 
Raymond P. Wiggers, formerly 
‘count executive with Reincke, 
leyer & Finn, Chicago, has joined 

H. Brown Advertising Agency, 

‘hicago, as director of the indus- 

rial division. ' 


OCCASION—Mr. and Mrs. Luis G. Dillon and Richard Cousins are 
shown here with Mr. and Mrs. Max Factor during a triple celebra- 
tion at Dillon-Cousins de Mexico, Mexico City. The agency cele- | | BROABEAST 
brated its tenth anniversary, the move into new offices at Vallarta 
21 and its association with Fletcher D. Richards Inc., New Yark, 
which has accquired a “substantial” stock interest in the agency. 


As of April 1 Aluminum Cook- 
\ing Utensil Co., New’ Kensington, 
Pa., a wholly owned aluminum 
kitchenware manufacturing sub- 
|\sidiary of Aluminum Co. of Amer- 
ica, will have a new corporate 
name: Wear-Ever Aluminum Inc. 
|The company has been using Wear- 
Ever as its trade name since 1903 
and the name change is designed 
to eliminate confusion and to capi- 
talize on the widespread recdgni- 
tion of the Wear-Ever name. The 
trademark design will be un- 
changed except for deletion of 
the company’s abbreviation, 
“TACUCO.” 


Aluminum Unit Changes Name 
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PHIL-URBIA 


is the market where 
the money is 


A LINE FOR 
67,0004 ABC 
CIRCULATION 


Write for market data 
Philadelphia 
Suburban Newspapers, Inc. 


311 &. Lancaster Ave., Ardmore, Pa. 


Factor Mrs. Dillon 


Whether “3 
PRINTED 


Agency, Client or 


TELECAST 


Somebody may allege that it's 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
of Copyright — accusing your 


EMPLOYERS 
REINSURANCE 
CORPORATION 


personnel. SO 


21 W Tenth, 0 
— have our unique Excess INSUR- scan ns pm ved 


ANCE, to cushion the claim — 
effectively, inexpensively. 


Chicago. 175 W. Jackson 


m Fran 6 100 Rush St 


BBDO 


Batten, Barton, Durstine & Osborn, Inc. 


ATLANTA LOS ANGELES 
BOSTON MINNEAPOLIS 
BUFFALO NEW YORK 
CHICAGO PITTSBURGH 
CLEVELAND SAN FRANCISCO 
DALLAS SEATTLE 


DETROIT SYRACUSE 


BBDO 
CLIENT 


weeeee 


Std Oil Cal... 
Std Oil Ind ... 
Timk R Br .... 
Unit Fruit .... 


Out of a total of 145 BBDO clients 


HOLLYWOOD TORONTO 
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Milwaukee Journal Advertising 
Linage, 1948-1957 


Lines : 

Ft ae 55,415,155 _ 

- — ORRRR RRR ee 58,132,817 . ; 
oe 54,456.955 For nine years in a row The Milwaukee 


Journal has led all evening and Sunday 
newspapers in the country in advertising 
volume. It was first among a// newspapers 
in five of those years. From 1948 through 
1957, The Journal published a total of 
483,782,291 lines of advertising, or more 
than any other newspaper in the nation. 
We believe this record is a significant 


Anpcnatangncmnaemnietnt Ae IE EN Oe 


tribute to the buying power and respon- 
siveness of our readers, and the economy 
of The Journal’s thorough, one-paper 
coverage of the metropolitan area. 


The Milwaukee Journal 
Read in 9 Out of 10 Homes in the 
Metropolitan Area 
National Representatives, O'Mara & Ormsbee, Inc. 
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Salesense in Advertising ... 


THE NATIONAL NEWSPAPER OP MARKETING 


If Your Ads Are Dignified, Serious 
and Logical, That's Bad 


By James D. Woolf 
Advertising Consultant 


A certain self-publicized “authority” on 
the esoteric “science” of probing the id, 
a ubiquitous newspaper researcher, made 
the following astounding assertion in a 
speech before a regional meeting of the 
Advertising Federation 
of America: 

“I seriously would 
think if my advertising 
were completely satis- 
fying to some old-time 
‘expert,’ then there is 
probably something 
wrong with it, in the 
sense that his eyes are 
those of an old man. If 
my advertising merits 
such adjectives as dignified, serious, dedi- 
cated, sober, logical, then it is probably 
old-fashioned and stodgy and it certainly 
won't be very effective with a mass audi- 
ence.” 

Mr. Researcher didn’t bother to spell 
out what he meant by “old-time expert.” 
He may have been referring to such early 
practitioners as Frank Presbrey or J. Wal- 
ter Thompson, who were in the agency 
business before the turn of the century; or 
to John Wanamaker, who created his fa- 
mous money-back guarantee in 1865; or to 
George French, who wrote a dignified, se- 
rious, sober, logical book about advertising 
in 1908. He may have been referring to 
such old-timers as these, but I don’t think 
so. Il rather think he has in mind practi- 
tioners of more recent vintage whose dis- 
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ESENTS FACTS—This color page is digni- 
d, serious, sober, and logical, and it 
ght easily have been written by Claude 
pkins 30 years ago. But is it stodgy and 
i-fashioned? No, sir; not in my book. 
’ housewife who is thinking of buying 
iryer is not looking for entertainment 
dryer advertising; she is looking for 
information, rationally presented. 


tinguished careers in advertising extend 
back over the last two or three decades. 


s Mr. Researcher’s assertion regarding 
“old-timers” is so woolly-headed that I 
shall not attempt seriously to refute it, 
except to say this: Some of the most out- 
standing campaigns appearing in print to- 
day are being masterminded by creative 
men who were producing equally out- 
standing campaigns 30 or more years ago. 
Chicago’s fastest-growing and most talk- 
ed-about agency is headed up by an “old- 
timer” who has been planning and writing 
superior advertising for 30 years, and 
maybe longer. Offhand, right off the top of 
my head, I can name a score of such men 
—all of them in their 50s and 60s—who 
are performing brilliantly today. If I 
were an advertiser I would be very con- 
tent if these so-called “old-timers,” in 
their dotage though they may be, were to 
declare themselves completely satisfied 
with my copy. I would believe that there 
is probably nothing wrong with it, in the 
sense that their wise old eyes are the eyes 
of rich experience. 

Even more astounding to me is Mr. Re- 
searcher’s unhappiness with advertising 
that merits such adjectives as “dignified, 
serious, dedicated, sober, logical.” If I 
understand him correctly, he believes that 
advertising cannot be effective with a 
mass audience unless it is illogical, friv- 
olous, undignified, and wholly devoid of 
common sense. What a fantastic idea— 
and how utterly contrary to the facts! At 
least 90% of current advertising by lead- 
ing advertisers in leading mass publica- 
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/HARRIED HENRY’—Mr. Researcher probably 
thinks this is a great ad. It is undignified, 
frivolous, not very logical, and neither 
serious nor sober. And it certainly is not 
old-fashioned or stodgy. But I think it’s 
awful, and I believe most of the old- 
timers will agree with me. 
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SALESMANSHIP—With the exception of the 
almost invisible tattoo, this excellent 
newspaper page violates all the rules set 
forth in Mr. Researcher's speech. It is 
serious, dignified, sober, logical. It is 
straight “o'd-fashioned” reason-why copy 
appealing to the reader’s unemotional 
judgment. Betcha no motivation “expert” 
had a hand in producing this fine piece 
of salesmanship in print. 


NO QuiPS HERE—When an advertisement is 
serious, sober, and dignified, declares Mr. 
Researcher, it is probably old-fashioned 
and stodgy. What nonsense! This page de- 
serves all those nasty adjectives—and why 
not! Colds and Asiatic flu are nothing to 
cheer about, and advertising that indulged 
in merry quips and jests would be unin- 
viting and offensive. 


tions may not be “dedicated,” but it does 
sincerely and seriously present benefits 
calculated to appeal to the reader's intel- 
ligence and common sense. 


logical. And I do not believe they are old- 
fashioned and stodgy, even though some 
of them may have been inspired and/or 
written by “old-time experts.” 

If man is not a rational and reasonably 
sensible human being, then a lot of im- 
portant advertisers have been terribly 
wrong for years. 


s Note the several typical advertisements 
shown here. I believe they merit such ad- 
jectives as dignified, serious, sober, and 


Mr. Woolf’s articles are available in a handsomely bound 383-p2age book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St.., 
Chicago 11, IIL, for “Salesense in Advertising,” available on five days’ approval. 


The Lowdown on the Ups and Downs of 
the Roller Derby and TV 


In the Dec. 2, 1957 issue, ADVERTISING AGE printed the talk on “creep- 
ing mediocrity” and the increase of boredom in television which John P. 
Cunningham of Cunningham & Walsh gave to the Assn. of National Adver- 
tisers. One result was a long letter from Leo A. Seltzer of Roller Derby 
(which Mr. Cunningham had cited as one of the early rise-and-fall phenom- 
ena of telecasting). Mr. Seltzer’s description of the ups and dawns of the 


Roller Derby is intriguing enough to warrant presentation of his letter in 
full. 


By Leo A. Seltzer 

Basically, I agree with Mr. Cunning- 
ham as to the quick rise and then the 
wearing out of the average program. In 
the early '20s the same thing happened to 
vaudeville, which was rushed into every 
theater until over-saturation took place. 

The Roller Derby started in New York in 
1949, our first series at the 69th Regiment 
Armory on 26th and Lexington Ave. was 


telecast over CBS. After the first telecast, 
the Roller Derby became the New York 
sensation. The gross receipts on the night 
preceding the telecast was approximately 
700. This gross went to over $5,000 on the 
night after the telecast, which was maxi- 
mum for that seating capacity. 
We, like everyone else, were not com- 
pletely aware of the advantages and dis- 
advantages of tv. We knew that we had a 
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great medium for the first time to explain 
Roller Derby, a new sport. 


® Damon Runyon and Mike Jacobs 
brought me to New York in 1936. The first 
Roller Derby was held in the Hippodrome 
for a three-week run. We starved for the 
first two weeks because the public 
thought it was either a roller skating rink 
or a marathon. Mike Jacobs refused to al- 
low us to paper the house, which was our 
recognized medium of introducing the 
sport at that time. We got the go sign on 
this medium from Runyon on the final 
week and packed the place. Everyone 
agreed that the sport had great potentiali- 
ties and the following year should be a 
great hit, but they tore down the Hippo- 
drome and we had no building to go into. 

Few people realize the handicaps that 
the Roller Derby had in trying to establish 
itself in New York, due to buildings. The 
Garden is your only local building and is 
booked up constantly, with the exception 
of summer. There was no chance of a reg- 
ular continuity. We did not think of the 
Armories at that time. A National League 
was planned by Runyon and myself, with 
men like Horace Stoneham, George Mar- 
shall, and Steve Hannagan and others of 
this caliber participating. 

We were next batted out of the box by 
the Second World War. Approximately 
95% of the personnel entered some type 
of service. Horace Stoneham brought the 
Roller Derby to New York in 1945 with the 
intention of following our general national 
plan. We played the Polo Grounds in the 
early part of August and were rained out 
10 of 11 nights. We again retired from this 
area. 


s With the advent of tv, we saw the prop- 
er way to quickly introduce this new 
sport. Without previous experience in this 
field, we allowed the agency representing 
us to tie us completely to one of the net- 
works. It sounded good at first, but we 
found ourselves on the air a minimum of 
14 hours per week, not four hours as Mr. 
Cunningham has it. In other words, they 
were telecasting a minimum of three 
nights and sometimes the Sunday after- 
noon game. I defy any feature to be on 
the air that much and have a rating. When 
I saw what was happening, I protested to 
the network. 

They were 100% cooperative but told 
me that, due to so many segments of the 
Roller Derby being sold, we could not 
count on cutting down our running time. 
I wanted this reduced to one night per 
week. As a result of this, we engaged the 
services of Deac Aylesworth, who was a 
close friend of mine and also a stockholder 
in this network. He used his influence and 
was able to receive a release for us at the 
end of our season, just before the play-offs 


in the Garden. 

Incidentally, we hold the record in 
Madison Square Garden for capacity in the 
month of June. We played five nights to 
complete sell-outs. I am sure Ned Irish 
will confirm this. 


® At this time we were approached by 
Win Case, who was head of Campbell- 
Ewald. He was an ardent booster of the 
Roller Derby. In the presence of Mr. Ny- 
dell, our present New York manager, and 
myself, he made a proposal for a 10-year 
schedule under the Chevrolet banner. 
Roller Derby would be built on a national 
basis with one-hour’s telecast on Friday 
night and one hour on Sunday. We con- 
sidered this maximum for the benefit of 
ratings. 

This deal was between DuMont, which 
was being handled by Tom Gallery, at that 
time, and NBC. It looked like NBC. 
George Frey was sales manager of NBC 
at the time. Right at this time, the NCAA 
stepped in and announced they were can- 
celing the Notre Dame, as well as other 
football games, for television. General 
Motors was quite put out by this and de- 
cided not to go into any television at that 
moment. So, as a result, our contract was 
not completed. We decided if we could not 
have proper television, we would rather 
leave the field. 

We were approached by CBS to try a 
Saturday matinee telecast for a half sea- 
son. This we did, and Roller Derby had the 
highest rating for Saturday afternoons in 
the city. But our box office proved that 
we could not operate on Saturday after- 
noons, as our audience is comprised of 
adults from 25 years of age and up and 
also represents 52% women. Most people 
are amazed to learn these facts. They 
think we play to a large children’s audi- 
ence. The only time children do attend 
is with their parents on a Sunday matinee. 


® Since we could not make a contract to 
our liking, we then retired from the New 
York area and set up our league in Los 
Angeles, being telecast over KTLA. For a 
period of over three years our business 
has been tops and the station has never 
wanted for a waiting list of time buyers. 
This can be confirmed by the station out 
there. 

Therefore, in conclusion I wish to prove 
that the Roller Derby was never “worn 
out” as indicated by Mr. Cunningham's 
article. But we retired, to the amazement 
of everyone, because we knew to stay 
would destroy our future. 

The Roller Derby opened two weeks ago 
and has played to turn-away crowds and 
we are now informed by ABC that our 
first television rating placed Roller Derby 
as the highest program for Sunday after- 
noon in the New York area. = 


What They Were Saying 25 Years Ago... 


W. C. Dowling, director of sales, Ford 
Motor Co. (AA, Feb. 11, 1933): 

“The day of ballyhoo for automobiles 
has passed. Facts alone will sell motor 
cars from now on.” 


S. Ward Seely, N. W. Ayer & Son, 
speaking before the Technical Publicity 
Assn. in New York (AA, Feb. 11, 1933): 

“I particularly call your attention to 
the fact that your success has been won 
by straightforward, honest advertising, 
factual but interesting, imaginative but 
truthful, compelling but absolutely free 
of bunkum, ballyhoo and indecency... 

“It is not unreasonable, therefor, to 
think that the trade and technical press, 
in both editorial and advertising sec- 
tions, is capable of exerting a powerful 


corrective influence on consumer ad- 


vertising.” 


Chicago Daily News’ comment on “an 
adult revolt” against children’s fare on 
radio (AA, Feb. 18, 1933): 

“Theorists may differ as to the harm- 
ful effect such [blood and thunder] en- 
tertainment may have on the immature, 
beyond overstimulation and a crowding 
out of better provender for thought and 
emotion. It is certain, however, that al- 
though it may profit the sponsors of the 
program, it contributes nothing desir- 
able to the mental equipment of the 
child; and if it alienates adult approval, 
obviously it will not long profit the 
sponsors.” 


Advertising Age, Febr: $: 1958 
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The Creative Man's Corner... 
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The man to whom everything matters 
chooses his words entertains his fnends 
and selects his whiskey with taste and discrimination 
a This man, the man who cares, says 
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White Seals in the Super 


Trademarks, we feel, are extremely effective in having a product easily re- 
membered—up to a point. When the product, for example, is named White 
Horse, illustrating a white horse is a good mnemonic device. Even using a 


lustration strikes so false a note it interferes, as far as we are concerned, with 
our acceptance of the copy story—that people who care ask for Carstairs. 
People who care just don’t go shopping with seals, and if they only think the 
seal is there, then they sure don’t care enough. + 


black and a white puppy is an ef{cc- 
tive way to get across the name Blick 
and White. 

The white seal of Carstairs, how- } 
ever, we have never been quite able 
to take. First of all, we assume that 
the white seal—as a verbal descrip- 
tion—actually refers to the label, 
which is basically white. Certainly 
nowhere on the label do we see or 
have we ever seen a seal, as we have 
seen a horse on the White Horse 
label. And, as we have mentioned, 
Black and White describes nothing in 
particular, so that we can accept a 
black dog and a white dog as accept- 
able symbols. 

We might even accept the seal as a 
fair pun—if Carstairs did not take it 
so seriously that a man to whom, as 
the copy carefully states, “everything 
matters,” must be shown on a shop- 
ping expedition with a seal. Particu- 
larly with a seal with a mouth so 
mobile it can manage an insane grin. 


The intrusion of the seal into the il- 


a 


On the Merchandising Front... 


How Far Will Sunday Retailing Spread? 


By E. B. Weiss 

It is a fact that more stores have been 
open on Sunday so far this year than ever 
before. It is a fact that there is a positive 
trend in certain parts of the nation toward 
Sunday store hours. It is a fact that some 
millions of Americans 
have signified their ap- 
proval of Sunday store 
hours by patronizing 
stores open on that day. 

And there is every 
reason to believe that, 
by the end of 1958, a 
larger total retail vol- 
ume will have been 
done on Sunday than 
ever previously record- 
ed. 

What is the current status of Sunday 
retailing? Let’s see: 


E. B. Weiss 


e 1. In some states, and in many local 
communities, Sunday retailing is legally 
permissible—either that or existing laws 
and ordinances are dead letters—which 
amounts to the same thing. 


e 2. In practically all states and innu- 
merable communities it is permissible for 
drug stores to be open on Sunday. These 
drug stores could not be open profitably 
on Sunday were they strictly limited to 
the sale of drugs. 


e 3. In the summer months, innumerable 
types of retail operations are conducted on 


Sunday in resorts of infinite variety. 


e 4. Gasoline pumps operate on Sunday 
in most parts of the nation—and the gaso- 
line station is no longer confined to the re- 
tailing of gas and oil. 


e 5. For years, a bewildering variety of 
retail ventures on the highways have 
looked upon Sunday as a top retail ¢ 
These include restaurants, roadside 
“rests,” etc., etc.—all of which have b« 
selling an ever-broadening list of m 
chandise classifications. Now applia 
stores, home furnishings stores, etc., « 

in some areas do a big Sunday volume « 
on the highway. 


e 6. Motels do a huge volume in gen 
merchandise on Sunday. 


e 7. Motion picture theaters are open 
Sunday—and sell a broadening variet) 
merchandise. 


e 8. At baseball stadiums, etc., mercha! 
dise is sold on Suaday. 


e 9. Many retailers have been improv) 

their Sunday telephone order board: 

and their methods of promoting this fun: 
tion. This is Sunday retailing, even thou: 
it is done over the telephone wire. 


e 10. Many retailers have been promotin 
Sunday mail order business. This is Sun 
day retailing, even though it is done via 
coupon. 


e 11. In some cities, in certain neighbor 
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ENGINEERING 
NEWS-RECORD 5,280 + 478 $4,414,080 


ARCHITECTURAL 
RECORD* $2,631,635 


CONSTRUCTION 
METHODS & EQUIP. ; $1,850,600 
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CONTRACTORS & 
ENGINEERS ’ $1,810,450 


ARCHITECTURAL 


FORUM $2,144,640 


PROGRESSIVE 


ARCHITECTURE $1,546,605 
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hoods, Sunday retailing has been permit- 
ted by tacit approval, even where local 
ordinance has barred it. Sometimes this 
has been done to permit certain religious 
groups who celebrate another Sabbath to 
shop. 


e 12. Marinas do a huge volume on Sun- 
day—so do various retailers operating in 
picnic areas. 


e 13. In certain cities, certain types of re- 
tail stores are permitted to open after a 
stipulated hour on Sunday. 


e 14. Vending machines of all types do a 
retail volume on Sunday. This will ex- 
pand enormously. 


e 15. We expect our telephone service on 
Sunday; our transportation service on 
Sunday; our utility service on Sunday. 
These are, in every sense of the term, re- 
tail ventures. 


e 16. Thousands of realtors are open on 
Sunday. 


e 17. When our cars break down on Sun- 
day or have a flat tire, we expect service. 


e 18. Car rental services are available on 
Sunday. 


e 19. Newsstands are open on Sunday— 
and they sell more than newspapers. 


In brief, we have had Sunday retailing 
for years. We have had it in all forms in 
some states and communities for years. 
We have had it in some form in every 
state and every community for years. 

Now—how, then, does the developing 
situation differ from the traditional situ- 
ation? The answer is, in the following 
ways: 


1. The outlets traditionally open on 
Sunday have broadened their merchan- 
dise classifications, thus competing with 
more and more merchants who are closed 
on Sunday. This is true, as I have indi- 
cated, of the drug store, the gas station, 
etc., etc. And that has prodded into Sun- 
day openings stores which felt they were 
losing a competitive lap by being closed 
when their newer types of retail competi- 
tion were open. (Thus a store selling out- 
door furniture and which is closed on 
Sunday might find it was losing consider- 
able volume to gas stations, motels, res- 
taurants, “antique” shops, roadside hobby 
shops, resort shops, etc., etc.—all of which 
are open on Sunday and many of which 
sell outdoor furniture.) 

2. The Sunday telephone order boards 
of the larger stores and their powerful 
promotions for Sunday direct mail or mail 
order volume have made some merchants, 
normally closed on Sunday, conclude that 
this competition leaves them no choice. 

3. The enforcement authorities have be- 
come increasingly lax in the enforcement 
of Sunday closing laws and ordinances. 
(One reason for this is that they find the 
situation to be chaotic because so many 
outlets that are permitted to do business 
on Sunday are selling merchandise never 
originally contemplated when they were 
given an exemption.) 

4. Some of the same factors that have 
encouraged the public to shop at night— 
encourage certain segments of the public 
to shop on Sunday. These include the man 
and wife, both of whom work, and who 
find Sunday shopping a convenience. It 
includes the trend toward family shop- 
ping—and Sunday is a family day. It in- 
cludes the great American habit of “going 
out for a ride” on Sunday—and the innu- 
merable roadside services, with their ever 
increasing multiplicity of merchandise 
categories, which have conditioned seg- 
ments of the public to shop on Sunday. It 
includes the baby-sitter problem, the 
emergence of Papa as a shopper (and 
Sunday may be a convenient day for him 
to shop). It includes those increasing mil- 
lions who work at night, and who find that 
Sunday shopping, especially with their 
family, is a convenience. It includes those 
to whom shopping is still entertainment; 
fun; a way to “kill” a few hours (every 
large shopping center that is closed on 
Sunday reports that many people drive in, 


park, and just do inside-store shopping 
through open-view windows). Sunday 
shopping, in other words, for some people 
is simply an extension of nocturnal shop- 
ping. 

5. More and more retail volume is done 
on the highways. This trend will acceler- 
ate. These highway outlets do their vol- 
ume at night—and on Sunday. 


6. Sunday shopping gives some people 
more shopping time—in just one day— 
than they can find in the entire remainder 
of the week. 

7. The automobile revolutionized retail- 
ing in time and space. The automobile is 
the prime factor in the trend toward Sun- 
day retailing; without the automobile 
Sunday retailing would not have grown. 

8. The public’s increasing willingness to 
buy an expanding variety of merchandise 
by simply being exposed to merchandise 
encouraged the development of the road- 
side shoppe. This, too, led to Sunday re- 
tailing. 

9. New retailing techniques—drive-in 
retail stores, vending machines that sell 
an expanding variety of merchandise— 
encourage more shopping on Sunday and 
tend to compel other merchants to open 
on Sunday. 


10. Still newer retail techniques may 
lead to still more Sunday retailing. For 
example, mail order advertising in the 
broadcast media on Sunday has undoubt- 
edly prodded some merchants into Sun- 
day hours. Similarly, if shopping from the 
home by pressing electronic buttons be- 
comes feasible—and there are some who 
believe this is on the way—would those 
electronic push buttons go dead on Sun- 
day? And, if they didn’t, what would tra- 
ditional retailers do as a result of this 
competition? 


® I, therefore, come to the following con- 
clusions with respect to Sunday retailing: 

A. We have had Sunday retailing in 
some forms for years. 

B, Its growth, year by year, for the last 
decade has been enormous. 

C. We will have a larger volume in dol- 
lars, and a larger variety of merchandise, 
sold on Sunday at retail in 1958 than in 
any previous year. 

D. It is to be noted that no giant retailer 
has publicly spoken out against Sunday 
retailing. Could this be because they see 
the drift of the tide? 

E. Sunday retailing will go down to de- 
feat in certain areas, but these defeats will! 
be only local and will not change the basic 
national trend. 

F. The public has become conditioned 
to Sunday retailing in innumerable forms; 
it will more readily accept Sunday retail- 
ing in the future, 


s G. Some segments of the public have 
indicated a strong desire for Sunday shop- 
ping; Sunday store hours have not been 
entirely a voluntary decision on the part 
of the retailer. 

H. One of the next great developments 
in retailing will involve highway locations 
—accelerated by the huge federal road- 
building program. Sunday openings tend 
to be considered an integral part of most 
forms of highway retailing. 

I. The more retailers who are open on 
Sunday, and the more merchandise classi- 
fications they sell, the stronger the com- 
petitive pressures on other retailers to 
open on Sunday or to turn to Sunday 
telephone order boards, etc. 

J. Downtown locations will be little af- 
fected; the Sunday store opening is not 
for downtown, although there are excep- 
tions and there will be more. 

K. Retail technological 
encourage Sunday retailing. 

L. The labor problem will not be severe. 
With some 14,000,000 workers working a 
double shift right now (the so-called 
“moonlight” shift), Sunday labor will be 
available. Millions now work on Sunday. 
Self-service for practically all merchan- 
dise classifications will lessen the need 
for Sunday retail labor, in any event. 

Incidentally, a few days after I wrote 


developments 


thi vational Retail Merchants Assn. 
= the National Retail Dry Goods 
A at as stodgy as ever despite its 
n ume—passed a resolution assailing 
pposing Sunday openings for all 
“except those primarily engaged in 


» articles absolutely necessary to the 
he . and welfare of the community.” 
_of course, would be typical of the Na- 
nal Retail Merchants Assn. under any 
name: it has consistently opposed practi- 
‘ally every one of the major changes in 
tailing that have occurred since the war, 
either officially or unofficially, including 
new hours. 
| wonder whether the NRMA will insist 
that its members eliminate the telephone 
order board. Technically, this does not 
mean that the store is “open,” but it none- 
theless means that the store is doing busi- 
ness on Sunday, and moreover those tele- 
phone order boards are manned by per- 
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sonnel who work on the Sabbath. 

And by the way, while I am takin this 
detour around the former National | etajj 
Dry Goods Assn., I would like to in uire 
by what brand of logic this retail . oup 
considers that it is entitled to cal! self 
the “National Retail Merchants © sn” 
This group in no way represents the reat 
body of retailing in this country. It joes 
not represent any of the chains— vod, 


drug, variety, etc., etc. It doesn’t : pre- 
sent at least a million or more spx alty 
stores of various kinds. As a matter ©. fact, 


it represents no more than a fracti of 
1% of all of the retailers of this coun! ry— 
and yet that mythical visitor from \ars 
(who, by the way, may be receiving « visit 
from us somewhat sooner than vice 
versa!) might very well be led to con- 
clude that the National Retail Merchants 
Assn. is the mouthpiece of American re- 
tailing. = 


THE AGE OF CHISELRY 


. «+ is not only here... it is in full bloom . 
discount and drastic mark-down, when every consumer becomes a seasoned 
purchasing agent scanning the market for low bids. It is not so much what 
you get, but how much off that really counts. Quality, originality, service 
have long since lost their meaning . . . anid value as usual is lost in the bargain. 


Although hailed as a modern merchandising technique, there is really 
nothing new: in the discount operation except its recent growth in a period 
of unprecedented prosperity. Price cutting has existed from time immem- 
orial, but not quite to the extent prevalent today. In addition to some of 
the retailing giants, who have always made a fetish of alleging to sell for 
less than anybody else, a host of other discounters have come out of their 
low overhead holes in the walls and have blossomed into full fledged 
merchants of price destruction. Crude set-ups in abandoned factory sites are 
superseded by bright modern stores with acres of selling and parking space. 


Aided and abetted by volume hungry manufacturers and distributors, they 
tend to convert the entire retail market into a gigantic bargain basement 
as an increasing number of established retailers follow suit in self pfotec- 
tion. A raucous advertising contest ensues with each store offering bigger 
and better discounts. The biggest discount, however, is in the truth. Ficti- 
ciously high retail prices are set so that a discount conscious public can be 
enticed by imaginary savings. Unfortunately many leading firms, including 


the so called blue chips, contribute to this price delinquency and the demor- 
alization of business ethics it engenders. 


Beacon does not believe we are destined to become a nation of comparison 
shoppers. There are still many other manufacturers, who like ourselves, 
believe in quality and value. They, too, price their lines fairly and abide 
by their price lists. Such firms are not to be pitied or scorned, or even 
praised. Place your faith and your orders with them for their policies are 
designed to protect your interest as well as their own. 


Adherence to these stable selling policies help make * Housewares by 
Beacon your Best Buy in Plastics. 


. . the age of the glorified 


Joseph L. Sholkin, President 
BEACON PLASTICS 
Newton 61, Massachusetts 
St. Hyacinthe, Quebec 


‘IN FULL BLOOM’—George O'Donnel, of The Idea Merchant, Beacon, N. Y., was so 1" 


impressed by this ad, which ran in the New York Times Jan. 5, that he sugg¢ 
other readers of AA might like to see it. 


Tips for the Production Man... 


Things We Didn't Know Until Now 


By Kenneth B. Butler 

We always thought a printer’s period 
was round. We find this isn’t true. It’s tall- 
er than it is wide. Our authority is The 
Linotype News, which in its fall issue 
g:ves the exact dimensions for a period in 
9-point Primer. Up and down the period is 
15% thousandths of an inch. Sideways it’s 
only 13% thousandths. 


* * * 


Baskerville and Caledonia are two type 
faces which have come into increased 


popularity in book publishing. Baskerv: 
alone accounted for nearly one-fourth 
the current “Fifty Books of the Year’ 
lections. Nineteen of the 50 books ra‘: 
best in typographical design were se! 
these faces. Ten years ago only seven Ww‘ 
set in Baskerville or Caledonia. That's t! 
way the ball bounces. Other faces com! 
up rapidly are Times Roman and Centu! 
Expanded. 


* * * 


Quite a few of the nation’s newspape! 


} 


Se ae ah Se 


ee 


a iP) ie se Rd eee hs |) ES ee, ee eae 2 io” aS SE ig as er ge ie ae ee et eee ly NR! SE cele iy as a rE ae oe oS oS ee ae ee =i. ee. 
eee Sl | lee -OX ee Sp Ee ee ee a ee 
es eel a oer: : ae py chs Rie = Cee Star SP eal sl i eee oe le oie = Ph, ‘Ree Tee . 6 ee eer 
ee eS nese SE e ee oo ele ees ine ee ii ae hc eee ee eee = Sy eee 
ite oe ae : a Ree err ce tg | peeks petal 3 , « ilies =f eet aa as 2 eae ae f (oo es : eee en 
so, atl Gann pre ae ae Si gate Sea Pee ke EE ee ee ee oS, ogi Sas 
cad bien fe eas : Se a ae ee gs ea) oe Ee ER i $e Bee ee ee ee, ae fee ere 
ena > ee, ae cA et Pre ee ee te SS eee 4ys oe Nae re &, na ot RE ee Pe Rg hc eee ne i 5 So ee eee ine A lie eh, Re ea. pi oa By Eee Fe fees as ee 
pe eee gk sk, ' RE igs og si, Pie ae ee cs By er een Oe me am ree ac) Ne Oi enn ee ee cae, ae ll ee 
ae ae ee Te ee oe Rie ae ee iat a aye Pee iran as 2 Roce Gr er a ae i Sa lege ie oe ae aes ae alge oe ee 
‘eis 
Ay ee 
Se 
nay 
BP 
2 
ga. 
a) 
; Al 
tees 
ete a 
fs te 
7, 
ma 
ote 
+ 
aie 
eet 
‘ af 
i. 
ey: 
es 
Det 
’ Ss ay 
, " 
*. 
i 
“ee 
po a 
‘ fk ee | 
r + | 
: 
r 7 
is : 
| 
Piss ee j 
Pre 
aa” 
ae Tape 
oe , 
ene. 
; Dats at 
ee 
mee 
&. Pei : 
eS 
ah 
4 
2 Ae 
oS See ‘ 
reo 
iat 
enc | 
ae 4 
ig 
i dy vl 
ea. 
ao oe } 
EAN 4 
wwe Ps 
ee 
Ra ee 
tte 
Pie, 
tie? 
* Be: 
© : le 
» 5 ets 
ar : ms 
+ 
fe es | 
z 6 Reprint of @ bulletin ixmmed te the | 
me: ; Beacom sales force published hore om 
< haa behal{ of those firms whe recognise 
oi. . ee g that quality serve and dependability 
i Pitas must be conndered m amy true eval- 
in wation of price. | 
ee : 
. pe 
: yA 
. ee 
: ae 
_ 
+ oo 
= a 
(| a 
i ay ; ; Bd 
[orem 
es 
“ oe ‘ 
ns ors. 
rere 
ee 
: ) 
See : 
# 7 ge 
© Liem ae 
see j 
a : 
dy 
Le Bs ee 
ei 3 
‘ a ee 
| = Po 
— 
» coe ar 
- a 
mee o 
. ee : 
‘ Ti ee 
4 Yat ar eee me n 2 se ae 5 sara i : Leeper, Ere Soe Sate a ee ae ae ee pe es y J i? iy Sah See ar: s aa | iste Meee a Pas Yh fa ‘ “ pr wor be Pes 
im Bore Peeters i : a ee Sel a ea o ive ene Cae. 2 Ses . ji wy ee ee mar sare Bef eet ak vere = » ie ae fe. Ge i ep ee ee a 
‘ See etek Sul ge See a ; ; © ites Bete ae i Tae achat ae Se - oe fe fe Me ass et : eae 
ose gia a o sabe iaie MIN Ox Be | ha te : 4 ra : Po ; i ote: See Ae a at ae ie r f  : int an ites ee - ad a ge Se yee ee a 
ae a Feet? |. coal iain, Sy ee ee Ce tieted inc: _SatadagS & Oe reer e i i ee Wie Bo aa Ae 5 Mele! BO BOB ih oe AE ee. eee ara 
a ee i rine ell RS DE ae ests oe DR Pe ene = See ane ae - iron ae ee — - - oa or ~ Pek eis } 
ae ROR ra ERI a Be ASAE wee, : STE ae Bea pe ae Mie ee ee er ae Te ee a 
IR ea. os ie i VN ee. ea ee See OE tea ae ie CE ae et a a ee. 
am Bi aia Pek A ae Sghe se mera cle be gen se OR AR eo ic Ca meee Pog EAN 2 nn ae ee Recipe ae a ee a ee ee een es ne ge, eS a : . 


So aie 


'ToaotTtjT OBS t+ - 


In just a moment, this man will be reading 
Michigan’s most popular paper! 


He knows the MORNING-FRESH Free Press 
will shake the sleep out of his eyes and 
put him back in touch with the world. 


And his wife depends on the Free Press 
for her important shopping news. 


The Detroit Free Press is FIRST with more readers 
than any other daily newspaper in all Michigan! 


REPRESENTATIVES: NATIONAL - STORY, BROOKS & FINLEY; RETAIL - GEORGE MOLLOY, NEW YORK 
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are adopting an unusual body type size 
in their program of increasing legibility. 
This is 8% point, which is being cut in 
some of the new designs which are 
planned for extreme legibility. The face is 
usually given % point leading, making it 
82 point on nine. 


The improved models of the Fairchild 
Scan-A-Graver have a new feature, the 
“reverse switch,” by which copy can be 
produced in reverse. The entire plate may 
be made in reverse, or, for unusual effect, 
this can be done while the engraving is 
being scanned. In this manner, portions of 
the picture can change from positive to 
negative for unusual creative treatment. 

* ” 2 


A new reference manual on the prepa- 
ration of copy and art for painted displays 
has been issued by the National Outdoor 


Advertising Bureau, 711 
New York 
guide. 

It shows how copy is “squared-up” or 
gridded to enable painters to see exactly 
where each part of the design should be 
placed on the painted unit. 


Third Ave., 
17. It is a useful illustrated 


s Illustrated also is the “pounce pattern” 
method. Here, copy layout prepared in 
exact proportion to the bulletin to be 
painted is photographed on a glass plate 
and then projected exact bulletin size 
against large sheets of paper on a wall. 
The sheets are then traced in outline form, 
perforated with an electric needle. Per- 
forated sheets are then held against the 
actual surface to be painted and the per- 
forations dusted with charcoal dust. This 
reproduces the outline of the design on 
the surface to be painted. The design is 
then painted to conform to the layout. + 


Mail Order and Direct Mail Advertising .. . 


Testing Minor Factors in Direct Mail 


By Elon G. Borton 

In a recent column I talked about di- 
rect mail users testing the big fundamen- 
tal factors—the offer, the copy and for- 
mat, and the list—and not worrying much 
about testing the smaller factors. 

A friend challenges 
me on this. He points 
out that many users— 
Magazine sub- 
scription departments, 
book clubs, mail in- 
surance companies—do 
test these small items 
constantly. He even re- 
called that, in my ear- 
lier job at LaSalle Ex- 
tension University, my 
department tested colors of envelopes, 
stamped envelopes as against metered 
mail, personalized letters vs. printed let- 
ters, and many similar details. 

He’s right. 


Elon G. Borton 


® But he overlooks the fact that those 
mailers he cites are dealing with large 
numbers of mailings. My old department 
had nearly 200,000 names on Addresso- 
graph plates and some mailers work with 
lists much larger. They are making fre- 


quent mailings. They can incorporate half 
a dozen tests in one of their big mailings 
or pre-test several factors while leaving 
most of their list still available for the 
mailing proved best by the tests. 

On the other hand, the mailer with a 
list of 2,000, 5,000 or even 10,000 doesn’t 
have much leeway to test well without 
using up much of his list. He can make 
one or two tests but that is about all. So 
he must take the experience of others on 
most minor matters and usually he will 
be safe in doing so. 


# Someone asks me how many names you 
need to use for an adequate test. There is 
no set rule except that your test mailing 
should go to a representative number of 
those who are to get the main mailing—a 
representative number in location, in per- 
sonal circumstances, and large enough to 
rule out small variations. A few hundred 
names may be enough or it may take 
thousands. 

Perhaps the practice most followed is 
that of using 10% of the list, but with a 
maximum of perhaps 5,000 or 10,000. 
There is no value in adding large num- 
bers to the test; it usually shows no per- 
ceptible difference in results. + 


From an Art Director's Viewpoint .. . 


Yankee, Go Home 


By Andy Armstrong 

Little Cuban boy in background looks 
sad. Is not really sad, though. Is just 
thinking. Thinking about science-teacher’s 
talk in class today. The satellite, the Sput- 
niko, the man-made moon. The Made-in- 
the-USSR moon. 

Little Cuban boy 
hardly aware of pretty 
American lady, or pho- 
tographer with funny 
Gringo haircut. Is 
crazy, anyway, this 
pretty American lady. 
Imagine, reading mag- 
azine by lottery office! 
All Americans is crazy. 

This was a _ typical 
page in a fashion magazine number 
pitched on a world-travel theme. Our 
pretty American ladies—long-necked, 


Andy Armstrong 


sunken-cheeked, white-eyelidded—slid in- 
to the latest creations of our designers 
and junketed to the world’s slums, water- 
fronts, jungles. Made moues before the 
temples of the East. Interrupted sweating 
peasants at their subsistence-level jobs. 
Stopped the show at bullfights, broke up 
business in the street markets, struck in- 
comprehensible poses before the un- 
washed, unwinking, underprivileged 
thousands. 
At least, so the pictures say. 


s Now some degree of contrived madness 
(the mood apparently most prized by 
fashion people) may be excused on the 
grounds that fashion news, though empty, 
still must look new. 

But how can these people, eternally con- 
gratulating themselves for anticipating 
the future, so miscalculate the trend and 


today’s events? Aren’t their 
activities better suited to the 
1 the Gardens of Versailles than 
.rrondissements where the world’s 
‘ed little people eke out their un- 
,orous lives? 
il we get our own moon off the 
nd, it might pay to keep these least 
imic symbols of our culture harmless- 
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What's wrong with this picture? 


(Suggested illustration for open letter to automobile dealers) 


The frame above encloses a few pen- 
nies. To my knowledge and best mem- 
ory, they represent about what has 
been spent in five and a half years by 
dealers (on postage) to interest me 
personally in an automobile. I have 
never been offered a demonstration. I 
have never been called on the phone, 
and I have never had a follow-up 
from at least the three or four agen- 
cies whom I have visited and left my 
name and address. 


I called once about a postcard that 
offered a “special deal” to sell 50 new 
cars quick. I was “No. 29.” It said so 
on the card. The salesman told me 
the number meant nothing, it was a 
key for my area, and that I probably 
wouldn’t want these particular cars 
anyway! 

I live in what has been a mushroom- 
ing suburban area since I moved out 
here in 1952. The last postcard went 
something like this: “Puzzled about a 


Christmas gift? Buy a new Ford, etc 
Give a gift the family will enjoy for 
months!” 

I wasn’t puzzled, because I had bought 
some maple syrup from a Wisconsin 
man who came in and sat down (un- 
invited) to tell me how wonderful i' 
tastes on pancakes, how healthful fo: 
the children it is, and how limited 
the quantity. 

I see salesmen staring out the win 
dows of the auto display rooms, whi!« 
the newspapers here carry stories 0! 
car factories shutting down. Once, 
salesman walked out from behind th: 
show-window, all the way across the 
sidewalk to the curb to make me an 
offer on the car I was parking. I was 
so flustered at this show of attention 
on his part that I muffed the oppor- 
tunity to let him make a sale. I said 
wasn’t he cold, standing there without 
a coat, and he shook my hand, gave 
me his card and went back in. 


Next Lesson: “The Ideal Consumer” 
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New York is new art by new artists. New 
York is new homes in new suburbs. New 
York is 5 million families growing, want- :: 
ing, needing, buying. New York is The 2 


New York Times. New Yorkers live by it. 


It serves them with the most news. It 
sells them with the most advertising. 
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Brewers’ ‘56 Ad Cost 
Was $1.08 per Barrel 


(Continued from Page 3) 


Sales of brewers whose 1956 output exceed- 
ed 1,000,000 bbls. related to the amount invest- 
ed by each in general magazines, farm maga- 


| of beer and ale. It invested $8,605,- zines, newspapers, Sunday sections, network 


radio is available only up to the| 134 in measured advertising me- | and spot tv and outdoor. These figures are not 
first seven months of 1955. Since| dia, at an ad cost of $1.45 per bbl. | 
that period, network radio has not | or 10.3¢ per case. 
been measured. Schlitz’s close competitor, An- . ’ 1956 1955 
| heuser-Busch, sold 5,864,000 bbls. | ‘20%: Schlitz Brewing Co 
s What these advertising figures|and spent $6,816,889 in advertis- 1,000 bbls. sold 5,941 - 5,780 
will show the interested reader is | ing—$1.16 per bbl. or 8.2¢ a case. Ad investment $8,605,134 $7,450,861 
a rough relative comparison of| Smallest per-bbl. and per-case | Ad cost per bbl. $1.45 $1.29 
how the leading brewers compare | ad cost, for the second consecutive an * 10.3¢ 9.3¢ 
in their advertising. In the accom-| year, was scored by Coors Brew- | Anheuser-Busch Inc. 
panying table these brewers are|ing Co. Coors sold 1,090,000 bar- 1,000 bbls. sold 5,864 5,617 
listed in the order in which they |rels of beer, and spent $69,058 to Ad investment $6,816,889 $5,493,665 
ranked in sales in 1956. For each | advertise. Its ad cost per bbl. was| Ad cost per bbl. $1.16 97.8¢ 
one, an advertising expenditure | 6.3¢; per case, 0.4¢. “ «# 4 ease 8.2¢ 6.4¢ 
and per bbl. and per case ad figure Largest ad cost is shown by +P. Ballenti 
is also presented. Per case ad| Pabst Sales Co. Pabst, which sold| } 445 cane » 
spending is presented as a more /3,115,000 bbls. in 1956, spent $6,-| Ad . i on 3 3.967 3.953 
meaningful and convenient man- | 202,978 in advertising. Its per-bbl. , merges $3,434,816 $1,571,939 
ner of comparison. For the purpose|ad cost was $1.99; the per-case “ —_— _ bbl. 86¢ 39.7¢ 
of this study, AA has taken 14| cost was 14.2¢. — 6.1¢ 2.9¢ 
cases per bbl. as the standard. Ac- Falstaff Brewing Co. 
tually, not all the barrelage was|®# The advertising measured in 1,000 bbls. sold 3,870 3,653 
sold in cases. this study is magazines, newspaper Ad investment $4,383,350 $2,594,448 
Three brewers join the ranks of|sections and network radio, as| Ad cost per bbi. $1.13 71¢ 
the top brewers this year—Olym-|meaured by Publishers Informa- * = 2 8.0¢ 5.1¢ 
pia, Duquesne and Burgermeis-|tion Bureau; newspapers, as mea- —_— 
ter—each having sold 1,000,000|sured by the Bureau of Adver- 1.000 bbls. sold 3,325 3.072 
bbls. or more for the first time. tising, ANPA; spot television, as Ad ren ? " 7 
habe stment $3,518,441 $2,034,130 
measured by the Television Bu-| Ad cost per bbl $1.06 $1.17 
® The top brewer in 1956 was|reau; and outdoor, as measured by) 4, «w : " ; 
Schlitz, which sold 5,941,000 bbls. | Outdoor Advertising Inc. # _ aed waa 
| +Pabst Sales Co. 
= . x 1,000 bbls. sold 3,115 3,500 
|D. Levitt has actually been running : ’ ’ 
Robert Levitt, ‘the ‘show since the beginning of| 4 ‘retment $6:202978 $3,400,382 
Hy \the Weekly’s new program, even i ea : , : 
Former Exec with | though I had the title of publish- om 14.2¢ 7.0¢ 
2 ler.” Liebmann Breweries Inc. 
Hearst, NBC, Dies | np egare — ia 
East Hampton, N. Y., Jan. 28—/|® But in September, 1955, Mr. Ad investment $4,172,138 $3,706,080 


Robert D. Levitt, 47, one time pub- | Levitt resigned to make way for| Ad cost per bbl. $1.39 $1.17 
lisher of The American Weekly | John K. Herbert, who had been ° + * oe 9.9¢ 8.0¢ 


and Puck—The Comic Weekly, was 


found dead in his home here yes- | 


Local authorities said a 
indicated he had taken an 


terday. 
note 


overdose of barbiturates. 


Mr. Levitt broke into the news- 
paper business as a $25-a-week | 
reporter on the New York Journal- 
American. In 1938 he decided to 
get into advertising and promo- 
tion. 

“IT knew nothing about adver- 
tising,” he said in a 1953 inter- 
view with ADVERTISING AGE, but he 
managed to get a job. Then he 
asked Leo McGivena, who had 
started his own agency, how to go 
about learning promotion. Mr. Mc- 
Givena’s reply, according to Mr. 
Levitt was: 

“Get yourself a few trade books | 
like ADVERTISING AGE; you'll find 
technical expressions in them like 
milline rate and rate-per-1,000. 
Sprinkle them in your conversa- 
tion, and you'll be as good as any 
promotion man in the business.” 


s Mr. Levitt found that “promo- 
tion wasn’t too tough.” He said the 
“guys in promotion just liked to 
keep the club small. The funda- 
mental problem in promotion is 
telling a story. Fundamentally, the 
things that make a good reporter 
will make a competent man in any 
part of the publishing business.” 

In 1939 Mr. Levitt was promo-| 
tion director of the Journal-Amer- | 
ican. By 1942 he was assistant to| 
the circulation director of Hearst 
Newspapers. After the war, he be- 
came general manager of promo- 
tion for The American Weekly, 
Puck and Pictorial Review. 

He was named director of Hearst 
Promotion Enterprises in 1948, a 
spot in which he coordinated all 
Hearst newspaper and magazine 
promotion. In October, 1951, he be- 
came associate publisher of The 
American Weekly. 

Then, in the spring of 1953, Wil- 
liam Randolph Hearst announced, 
“The progress made by The Amer- 
ican Weekly since it appeared in| 
its new dress and format has been 
so rapid and so dramatic that it is | 
appropriate on its first anniver- 
sary to acknowledge formally what 
all of us have known—that Robert 


|stop was California National Pro- 


|merchandising subsidiary of Na- 
tional Broadcasting Co. At CNP he 


executive publisher of the Jour- 
nal-American. The same shakeup 
saw Seymour Berkson become pub- 
lisher of the Journal. 

After this, Mr. Levitt moved to 
Screen Gems, where he was di- 
rector of national sales. His next 


ductions, tv film syndication and 


was successively general manager, 
vp and general manager and, fi- 
nally, president and a director. He 
achieved the presidency there in 
January, 1957, but on Dec. 5, '57, he 
resigned. 

Mr. Levitt was married to Ethel 
Merman, musical comedy star, be- 


tween 1941 and 1952. He was mar- 
ried twice thereafter. | 


DAVID A. MILLER 

ALLENTOWN, Pa., Jan. 28—David | 
A. Miller, 88, president and pub- 
lisher of Call-Chronicle News- 
papers Inc., died Jan. 22 in 
Allentown Hospital after a long 
illness. 

Mr. Miller entered the news- 
paper business after his gradua- 
tion from Muhlenberg College in 
1894. He started as a reporter on 
the Critic, a morning paper here. 
About two years later he bought 
the assets of the daily and, sub-| 
sequently, founded the Morning | 
Call and merged the two news- 
papers. In the 1930s, Mr. Miller | 
took over ownership of the Chron- 
icle & News, an evening daily, 
and established the Call-Chronicle 
Newspapers. He maintained an ac- 
tive interest in the management of 
the newspapers until his illness 
several months ago. 


DON WILLIAMS 

SAN FRANCIsCO, Jan. 28—Don W. 
Williams, 77, former advertising 
manager of the Argonaut Publish- 
ing Co., died in Merritt Hospital, 
Oakland, Jan. 17 after a long ill- 
ness. Born in San Francisco, Mr. 
Williams worked in the advertising 
department of the Oakland Trib- 
une. Then, after 16 years with) 
eastern newspapers, he returned to} 
join the Argonaut staff in 1929, re-| 
maining until 1955. 


Carling Brewing Co. 
1,000 bbls. sold 
Ad investment 
Ad cost per bbl. 
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F.&M. Schaefer Brewing Co 


1,000 bbls. sold 
Ad investment 
Ad cost per bbl. 


““ ” ” 


case 


Stroh Brewery Co. 
1,000 bbls. sold 
Ad investment 
Ad cost per bbl. 


” oo” 


case 


Miller Brewing Co. 
1,000 bbls. sold 
Ad investment 
Ad cost per bbl. 


‘ “ “” 


case 


| Lucky Lager Brewing Co. 


1,000 bbls. sold 
Ad investment 
Ad cost per bbl. 


”“ “oo” 


TC. Schmidt & Sons Inc. 


1,000 bbls. sold 
Ad investment 
Ad cost per bbl. 


“oo” 


case 


Jacob Ruppert Brewery 


1,000 bbls. sold 
Ad investment 
Ad cost per bbl. 
= “ "case 
Drewrys Ltd. 
1,000 bbls. sold 
Ad investment 
Ad cost per bbl. 
an 
Piel Bros. 
1,000 bbls. sold 
Ad investment 
Ad cost per bbl. 
Pa 
National Brewing Co. 
1,000 bbls. sold 
Ad investment 
Ad cost per bbl. 
ae 


Coors Brewing Co. 
1,000 bbls. sold 
Ad investment 
Ad cost per bbl. 
a ae 


2,997 
$2,799,404 
93¢ 

6.6¢ 


2,720 
$2,240,051 
82¢ 

5.8¢ 


2,709 
$1,833,535 
68¢ 

4.8¢ 


2,246 
$3,683,764 
$1.64 
11.7¢ 


1,960 
$1,780,654 
91¢ 

6.5¢ 


1432 
$1,143,670 
79¢ 

5.6¢ 


1,407 
$1,665,216 
$1.18 

8.4¢ 


1,295 
$1,221,254 
94¢ 
6.7¢ 


1,090 

$ 69,058 
6.3¢ 

0.4¢ 


2,655 

$ 423,045 
15.9¢ 

1.2¢ 


2,675 
$1,548,486 
57.8¢ 

4.2¢ 


2,153 
$1,202,534 
55.8¢ 

4.0¢ 


2,191 
$1,683,523 
76.8¢ 

5.6¢ 


1,824 
$1,223,857 
67¢ 

4.8¢ 


1,425 

$ 543,119 
38.1¢ 
2.8¢ 


Advertising Age, February 3, 1958 


Per-Case Costs of Beer and Ale Advertising 


offered as complete records of ad expenditures; 
brewers spend large sums in spot radio as well 
as point of purchase materials and other non- 


measured media. 


1954 1953 1952 1951 1950 
5,406 5,255 6,347 5,716 5,097 
$7,319,025 $3,733,430 $2,341,768 $2,347,578 $1,749,321 
$1.35 71¢ 37¢ 4i¢ 34¢ 
9.8¢ 5.2¢ 2.7¢ 3.0¢ 2.5¢ 
5,829 6711 6,034 5,479 4,889 
$6,820,379 $3,041,609 $1,681,096 $1,887,227 $1,486,292 
$1.17 45¢ 28¢ 34¢ 30¢ 
8.5¢ 3.3¢ 2.0¢ 2.4¢ 2.2¢ 
3,713 3,882 4,038 3,990 4,375 
$2,693,234 $2,021,738 $2,465,750 $1,558,379 $ 978,676 
72.5¢ 52¢ 61¢ 39¢ 22¢ 
5.3¢ 3.8¢ 4.4¢ 2.8¢ 1.6¢ 
3,290 2,911 2,277 2,295 2,287 
$2,744,722 $1,197,891 $ 784,667 $ 230,046 $ 388,258 
83.4¢ 4i¢ 34¢ 10¢ 17¢ 
6.0¢ 3.0¢ 2.5¢ 0.7¢ 1.2¢ 
2,249 1,686 1,380 1,150 1,053 
$1,908,550 $ 647,773 $ 432,626 $ 704,335 $ 547,800 
84.9¢ 38¢ 31¢ 61¢ 52¢ 
6.1¢ 2.8¢ 2.2¢ 4.4¢ 3.8¢ 
3,500 4,250 4,047 3,950 3,419 
$4,147,572 $3,089,864 $2,936,895 $2,848,548 $2,165,251 
$1.18 73¢ 73¢ 72¢ 63¢ 
8.6¢ 5.3¢ 5.3¢ 5.2¢ 4.6¢ 
3,410 3,085 2,875 2,800 2,662 
$4,144,370 $2,212,971 $2,212,823 $1,809,258 $1,271,660 
$1.21 72¢ 77¢ 65¢ 48¢ 
8.8¢ 5.2¢ 5.6¢ 47¢ 3.5¢ 
1,340 1,096 893 669 502 
2,690 2,541 2,400 2,600 2,652 
$1,632,610 $ 631,093 $ 864,375 $ 647,954 $ 529,220 
60.7¢ 25¢ 36¢ 25¢ 20¢ 
4.4¢ 1.8¢ 2.6¢ 1.8¢ 1.5¢ 
1,450 1,135 822 636 514 

$ 891,231 $ 395,994 $ 255,005 $ 140,838 $ 103,645 
61.5¢ 35¢ 31¢ 22¢ 20¢ 
4.5¢ 2.5¢ 2.2¢ 1.6¢ 1.5¢ 
2,096 2,138 3,043 2,612 2,105 
$3,430,691 $1,327,696 $1,227,687 $1,035,675 $ 665,841 
$1.64 62¢ 40¢ 40¢ 32¢ 
6.1¢ 4.5¢ 2.9¢ 2.9¢ 2.3¢ 
1,775 1,740 1,475 1,242 1,096 
$1,252,698 $ 223,651 $ 116,728 $ 101,475 $ 171,217 
70.6¢ 13¢ 8¢ 8¢ 16¢ 

5¢ 0.9¢ 0.6¢ 0.6¢ 0.9¢ 

1,516 1,374 1,213 1,116 1,068 

$ 421,880 $ 286851 $ 202,389 $ 209,554 $ 234,349 
27.8¢ 21¢ 17¢ 19¢ 22¢ 
2.0¢ 1.5¢ 1.2¢ 1.4¢ 1.6¢ 
1,769 2,005 1,800 1,517 1,253 

$ 710335 $ 436,038 $ 465,587 $ 366,195 $ 370,242 
40.1¢ 22¢ 26¢ 24¢ 30¢ 
2.9¢ 1.6¢ 1.9¢ 1.7¢ 2.2¢ 
1,372 1,420 1,222 772 730 

$ 477,779 $ 204,998 $ 91,951 $ 274,954 $ 194,058 
34.8¢ 14¢ 8¢ 36¢ 27¢ 
2.5¢ 1¢ 0.6¢ 2.6¢ 2¢ 
1,395 1,375 1,200 1,090 767 

$ 698,192 $ 193,564 $ 269,014 $ 633,860 $ 301,285 
50¢ 14¢ 22¢ 58¢ 39¢ 

3.6¢ 1¢ 1.6¢ 4.2¢ 2.5¢ 
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1956 
Jockson Brewing Co. 
000 bbls. sold 1,051 
d investment $1,197,871 
d cost per bbl. $1.13 
o @ * Gp 8¢ 
D quesne Brewing Co. 
1,000 bbls. sold 1,046 
Ad investment $1,148,505 
Ad cost per bbl. $1.09 
* = oe 7.7¢ 
Burgermeister Brewing Corp. 
1,000 bbls. sold 1,033 
Ad investment $ 663,080 
Ad cost per bbl. 64¢ 
oa. ae 4.5¢ 
‘Pfeiffer Brewing Co. 
1,000 bbls. sold 1,031 
Ad investment $ 622,406 
Ad cost per bbl. 60¢ 
23 * oe 4.2¢ 
Olympia Brewing Co. 
1,000 bbls. sold 1,016 
Ad investment $1,086,962 
Ad cost per bbl. $1.06 
so =| * on 7.5¢ 


+ Figures include expenditures for both beer and ale. 


McConnell, Kellstadt Tapped 
for Top Sears Posts 

Fowler B. McConnell, president, 
and Charles H. Kellstadt, vp in 
charge of the southern territory of 
Sears, Roebuck & Co., Chicago, will 
be nominated for the posts of board 
chairman and president, respec- 
tively, at the May 12 meeting of the 


F. B. McConnell C.H. Kellstadt 


Sears board of directors. This an- 
nouncement follows the statement 
by Theodore V. Houser that he in- 
tends to retire as Sears board 
chairman on that date. 

Mr. McConnell joined the com- 
pany in 1916. He was named pres- 
ident in March, 1946. Mr. Kellstadt 
joined Sears in 1932, was named a 
vp in 1949, and has been a member 
of the executive committee since 
1954. 


Georgia-Pacific Consolidates 
Ad. Sales Promotion and PR 
Georgia-Pacific Corp. has consol- 
idated its product advertising, sales 
promotion and public relations ac- 
tivities at its general offices in 
Portland, Ore. To the existing ad 
and public information depart- 
ments has been added a sales pro- 
motion department drawn from 
what was once the corporation's 
Specialty sales office at Olympia. 
Edward L. Kimball, formerly 
Specialty sales manager, has been 
named sales promotion manager, 
Richard M. Wilkins, who joined 
G-P in 1955, is sales promotion as- 
sistant, as is Fabian Bradbury, for- 
merly of Plywood Inc., Portland. 


Coryell Joins Metro 

Roger Coryell, for six years re- 
tai. ad manager of the Daily News, 
Miami, has joined the New York 
Saies staff of Metro Associated 
Services. 
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1955 1954 1953 1952 1951 1950 | ABC-TV Adds Advertisers in two additional ABC-TV pro- 
__ Bristol-Myers Co. and the Phil-|8Tams, “Scotland Yard” and “John 
1,008 1,006 —_ \lips-Jones Corp., both New York, | Daly & the News.” 
$ 804,199 jhave signed as participating| 
oe sponsors in the ABC Television Robert Hall Sets Spot Drive 


program, “West Point.’’ Grey Ad- Robert Hall Clothes, New York, 
vertising is the agency for Phil-| will start a spot radio campaign 
988 904 t—— __.__ilips-Jones. Young & Rubicam) Feb. 17 on 300 stations in 150 cities. 
— __._____ | placed the time for Bristol-Myers, | Frank B. Sawdon Inc., New York, 


_ Ps __..____|which also purchased participations is the agency. 
1,070 1,036 a . ante os, 
ee tha,..tba...tba...thg, , 
/ P os Lo 
1,208 1,066 1,442 1,504 1,555 1,618 “ai a2 is 7 
$ 829,920 $ 805,997 $ 76410 ———— $ 136688 $ 78,668 2 
“a a . 4 —- * RJ y a ) =v 
a a 9.-T Pa... 
a — ——— iii. cae by xR 
cana pact prec —— A2...fpa.. a 
Here’s how your Pennsylvania sales picture can achieve the depth 
it needs, that extra dimension which marks every really successful 
effort: to Philadelphia and Pittsburgh add Erie. ® Erie is Pennsy]- 
vania’s 3rd city—in population, retail sales and effective buying 
income.* ® Erie leads all major** Pennsylvania cities in growth 
of population and retail sales since the 1939-40 U.S. Censuses.* 
® And Erie’s newspapers, The Times & News, deliver the whole mar- 
ket, not just part of it. How different from some other Pennsylvania 
The situations, where 
= The Erie Times vein 
31d are lumped to- 
ther t te ¢ , 
=e The Erie NeW nein 


, F “market” that no 
dimension na ple The Erie Times-News since, 


. L "1957 Sales Management Survey of Buying Power °°75,000-and-over population 
. @ When you think 


In Pennsylvania, think Philadelphia, Pittsburgh—and Erie. 
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Questions Validity of 
ANA Barter Report 

To the Editor: Judging from the 
answers to the ANA survey on 
barter, as reported in your Jan. 6 
issue, there is a great deal of con- 
fusion concerning just what “bar- 
ter” is. On the basis of the contra- 
dictory answers, I question the 
validity of the report. 


The Voice 


we represent and for the manufac- 
turers who buy time with their 
merchandise only in markets they 
are interested in, trading is a work- 
able and excellent method of buy- 
ing advertising. The manufacturer 
receives time equal to the retail | 
value of his merchandise from the 
station. This can represent a saving 
of 50% or more on his production | 


There is a vast difference be- | cost for the merchandise. For this) 


tween the two methods of exchang- 
ing merchandise for advertising. 
“Barter” is the use of merchandise 


to purchase available tv and radio | 


time. This is sometimes also called 
“trading.” 

“Participation” is the term used 
when merchandise is provided for 
quiz or other type program where 
it is used as prizes. In this case the 
manufacturer gets announcements 
for his merchandise which usually 
include a product description and 
a visual display when on television, 
and descriptive copy when on ra- 
dio. 

Obviously, from the answer giv- 
en to the ANA questionnaire, those 
who responded may have confused 
the two. 

For the more than 100 stations 


merchandise he receives a list of! 
availabilities for commercials from 
which he can make a selection. He | 
may use the time at any point 
within 12 months from the date the 
actual transaction is consummated. 
If the availabilities that the station 
submits to him are not desirable 
segments, he can retain his credit 
and make a selection when other 
availabilities are presented to him 
by the station which are more 
suitable to his needs. At all times, 
affidavits of performance, duly no- 
tarized, are provided to the man- 
ufacturer by the station. 

In other words, this is an ar- 
rangement through which the 
sponsor picks his market and the 
time slots and pays for this ad- 
vertising time in merchandise, re- 


jhave been a comp! 


of the Advertiser 


This department is a reader’s forum. Letters are welcome. 
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ceiving value rat t retail | 
list price of his m dise 
If the true pict i trading 


presented 
nd if a clear 
barter and 
ad been made, | 
there would 
tely different | 
response to the survey 
S. Jay Reiner, 
S. Jay Reiner Co. Garden 
City, N.Y. 


arrangement has 
to the manufactu 
definition of w) 
what is not barte: 
it seems to us 


. ~ e 
Has Mixed Feelings About 
Trade Association Comment | 
To the Editor: As a trade asso- 
ciation head, I read with mixed | 


feelings Phillip Talbott’s advice in| postal Deficit.” It contains all of | 


—— 
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How Silly Can an 


What They’re Saying (AA, Jan.|the arguments so often advanced Advertiser Be? 


13). The head of the U. S. Chamber by the Postmaster General for al 


To the Editor: What kind of im- 


of Commerce suggests that I and|preak-even postal establishment. | Pression do these people think they 
other trade association executives|he chamber document goes one | make with a crummy stunt like 
can “do a highly essential job for| drastic step further, however, and |this? 


” 


proposals,” digesting, interpreting 
and reporting our findings to our 
members. 

The U. S. Chamber of Commerce 
recently released a 15-page docu- 
ment entitled, “The Story of the 


Again for 1958 an Inspiring All Time Record... 
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ADVERTISING AGENCIES 
in 1958 Annual Edition of 
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Thomas Publishing Company 
461 Eighth Avenue, New York 1 


|members by studying and analy2-| argues that second class publica-| 
ing legislative and administrative |tjons should not enjoy a specific 


discount in total cost to provide for | 


ithe public service aspect.” Where 
|Mr. Summerfield proposes a 60% 
jincrease in second class rates, the 
chamber argues for a 500% hike. 
Such an increase would spell death 
for a majority of publications in 
America. 

The chamber’s 7,000-word docu- 
ment makes no mention at all of 
the report submitted to the Senate 
post office committee last Febru- 
ary by a seven-man Citizens’ Ad- 
| visory Council. That report enum- 
erates almost $400,000,000 of pub- 
\lic welfare services performed by 
| the postal establishment. One must 
assume that the chamber wants 
business users of the mail to pay, 


Elegant example of advertising 
I, for one, could do without! 

Bob Mennel, 
Batten, Barton, Durstine & Os- 
born, Chicago. 


through higher postage, the cost of 
free-mail-for-the-blind, profitless 
third and fourth class post offices, 
the rural free delivery system, etc., 
etc. 

Mr. Talbott would do well to live 
by his own words. Let him do a 
highly essential job for his mem- 
bership by studying, analyzing and 
reporting on a highly significant 
document. Chamber members have 
la right to know what is contained 
lin the Citizens’ Advisory Council 
|report before being asked to take 
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50,000 WATTS - BOSTON 
delivers buyers 


BY JOHN BLAIR & COMPANY | 
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iSSt 


q si nd on the complex postal — 


Harry J. Maginnis, 
F.ecutive Manager, Associated | 
Tird Class Mail Users, Wash- | 
j:.gton, D. C. 


7 ° * | 


Clearance—of What? 
lo the Editor: Living in Phoenix | 
since my physical retirement in| 
455, after serving 33 years as a 
publishers’ representative in Chi-| 
igo, I am having a great deal of | 
»leasure in reading the local ads. | 
Nearly all of them leave one 
with something missing, but the at- 
tached “capped the climax.” 
I finally called the store whose 
ad I enclose and a sweet young 


lovredes: 104 W. Indian School Kd 
PHomt wH FOSE2* SCONSDALE 
: OPEN DANY T-6 ssemetone *-s 


F Pues wn : 
REDUCED | 
aa 
Siri t sae’ save 

Cora PA? 104 Indian Senco! kd 


to 
Eee 


voice confirmed my conclusion as 
to the type of business by answer- 
ing “Corrado’s Furniture.” 

My wife was willing to gamble 
that this was a ladies’ ready-to- 
wear shop, so you see it was most 
mysterious. 

Thought you might want to show | 
the fraternity what goes on in Ari- | 
zona, and I'll be eager to see what 
comes next. 

Bernard A. Rosenthal, 
Phoenix. 


° e o | 


Selling Course Is Project 
of Club and University 

To the Editor: About two weeks 
ago our University of Wisconsin 
issued a news release, copy of 
which is enclosed. 

This refers to a remarkable cor- 
respondence course in effective 
salesmanship offered by the Uni- 
versity’s Extension Division. Those 
students who have already taken 
the course, as well as their sales 
managers, are enthusiastic about} 
the results. An optical company of | 
Toronto enrolled 17 salesmen in its 
chain across Canada from Montreal 
to Calgary. Two enrollments have 
come in from Sweden. The presi- 
dent and sales manager of a radio 
wholesaler in Lima, O., enrolled 
himself and eight of his salesmen. 
One interested group in Mexico 
is considering translation into their 
language, and hope to make this 


available through the University of 
Mex Ico, 
This 


combination development | 
by our Sales Executives’ Club of 
Milwaukee and the University of 
Wisconsin is another example of! 
the increasing cooperation between 
our educators and our men in in- 
dustry. In this case it combines the 
practical with the principles of 
teac \ing salesmanship. The results 
alre dy speak for themselves. 
( r profession of selling con- 
trib ites so much, and is so much a 
pa: of our American way of life, 
it i important that we encourage | 
itw crever we can. This course in| 


sak ianship is available to any| 
or who wish to enroll. How- 
eve 


tis a non-commercial activi- | 
ty, ond has received very little| 
publ: ity. An article, or even a brief 
men’ on in your publication, will 


help considerably to make this 
a" ‘ available to those who need 
i 


_A 4 member of the Sales Execu- 
tives’ Club of Milwaukee, I have 
the liberty of bringing this 


take, 


to your attention. If you would like 
additional information regarding | 
this program, I will be happy to! 
provide it. 
G. J. Haislmaier, 
Sales Manager, Industrial Di- 
vision, Modine Mfg. Co., Ra- 
cine, Wis. 


‘Says Sign Needs More 


‘Sell’ and Less ‘Deal’ 
To the Editor: Attached is a clip- 


|ping from a recent issue of Elec-| 


trical Merchandising, showing 
store window put in by a Buffalo 


| dealer. 


I feel this window definitely fits 
into the “Advertising We Can Do 
Without” classification. Although 
it is not printed media advertising, 
it certainly is misleading. There is 
too much of this type advertising 
being done today—certainly this 
window could have been utilized 
as a better traffic-stopper than 
what has been done with it. A lit- 
tle “sell” and less “deal” would be 


— | 


better for all concerned. 


a) Frank H. Ruth, 


| Advertising Manager, Fans & 


Vacuum Cleaners, Portable 
Appliance Division, Westing- 
house Electric Corp., Spring- 
field, Mass. 


| 6 + . 


Thumbs Down on Cheesecake 
To the Editor: A protest on the 

page of cheesecake in your Jan. 13 

issue. 
Here 


we have in ADVERTISING 


AGE stuff equally as bad as that in, play is wrong for me also. 


|the sex magazines on the street | 


presumably professional publica- 


*— | tion. Your own feature writers fre- 


quently decry the use of sex on the 
printed page; seemingly you ran 
this page as a sop to those readers | 
you thought might enjoy it. | 

I have sons. You may, too. I 
know I would feel bad if they got} 
their enjoyment out of looking at 
such stuff when they reach their 
teens or older, and I know I will 
|do all in my power to show them 
how degrading it is and how much | 
of an offense it is to Almighty God 
to slobber over such a thing. I) 
couldn’t teach them so—with any | 
shred of conscientiousness—if I) 
were to appreciate that display of | 
nakedness you ran in your mag-| 


azine. 


Our age makes no difference; our 
“maturity” doesn’t give us license | 
to wallow in these things. What is 
|; wrong for my sons now and in the | 
future with regard to immoral dis- | 


and 


What do you prescribe for the 
|corners. I just can’t tie this in with | entertainment of your sons or any- 
the conception of an adult and a|body’s sons? 


I would be much sur- 
| prised e learn that it is to take in 
linger over that page 
printed. Are your readers different 
just because they are older? 

James R. Cummings, 
Chicago. 


Dedicated to 
helping you make 
your advertising 
more effective! 


has 73 publish 


members serving 30! yl 


Association of 
Publisher's R 


70 East 45 St., 


New York 17, N. Y. 


‘a 


+. After 24 hours, saw was still gorng 
boratory testing machine to continue 
ghts 


s., Report No. 37135, Now 27, 1957 


Bleck & 


World's Lergest Moker of Electric Tools 


ow PRICES 
——— 
ME FOR 


DEALER NOW 


TOO TOUGH TO BEAT BECAUSE OF THESE FEATURES: 


‘lectric Tools. 


“We consider the 
Yellow Pages a basic part 
of our marketing strategy” 


says ALBERT S. FEHSENFELD, 
Sales Manager, Hardware Division, 


THE BLACK & DECKER MFG. CO. 


“What do I think of Trade Mark Service in telephone 
directories? Telling consumer and industrial prospects 
where our dealers are located is a basic element in our 
marketing program. That’s why Trade Mark Service is 
worth every cent it costs. 


“Thousands of dealers sell Black & Decker Portable 
They are listed under the B. & D. trade- 
mark in 350 directories in cities of 50,000 population 
and over. National magazine, newspaper and broadcast 
advertising is used to build markets. To bring these 
authorized outlets into the marketing strategy, the 


Yellow Pages emblem is used in every magazine ad. 


“And to insure factory service for our customers, the 


name plate that is on every B. & D. product now 


carries 


fect cuiattion. Here is proot of 
Black & Decker quality... why we say 
Black & Decker Saws are tough 
enough for any job! THe Brack & 
Decker Mra. Co., Dept. R028, Tow- 
son 4, Md. (In Canada: P.O. Box 
278, Brockville, Ontario.) 


| 


Find Your 8&0 | 
Beeler in the | 
“Yellow Poges'. 


boot urder Tools Llectnn 


© Easier 
Handli: ¢ 


® More FP ower 

© Proved 
Ruggec «5s 

© Better 
Visibili 


THE YELLOW PAGES EMBLEM is a part of Black & 
Decker’s logotype in national ads, directing 
readers to their local Black & Decker dealers 


= 


Whether you have outlets in 3 or 3,000 cities, 
Mark Service can be tailor-made 


a reference to the Yellow Pages.” 


tive at your local telephone business oflice. 


BLACK & 


CAT. NO 63 


HS 


wee ] 


FOR FACTORY SERVICE SEE VELL 


DIRECTORY OR ASK YOUR DEALER OF DISTRIBUTOR 


THE BLACK & DECKER MFG.CO.TOWSON MD.US A 


Mat 


roniia? | 


, UD) ye 631 HEAVY. DUTY SAW 
"45° 1-7/8" 


W PAGES PHONE 


vs rat wo 


THIS NAME PLATE with the reference to the Yellow 
Pages, helps guarantee greater customer satisfac- 
tion from Black & Decker electric tools. 


Trade 
to your marketing 
requirements. Call the Trade Mark Service representa- 
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aoe .66¢|Robert Young, 60, 
: Financier, Rail Ad 
Pioneer, Kills Self 


— BIGGEST — 
— BY THE MILLIONS — 
Rates & Data for the asking 


PUBLISHERS CLASSIFIED DEPARTMENT 
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corporation, killed himself with a|Santa Fe, and Union Pacific to lift}to an end in his sophomore yea: 
shotgun Jan. 25 in his winter home transcontinental passengers to hog He then became an unskilled la 


here. 


level by eliminating transfers in 


| borer at the Du Pont powder plant 


One of the most colorful and | Chicago, St. Louis and other cities” |Carney’s Point, N. J.; later he be 


controversial figures of his time 
in finance and management, Mr. 


(AA, Jan. 13, °47). 
Mr. Young also used advertising 


“rolling tenements.” He 


j}eame a shift clerk. 
| In 1918 he lost a $5,000 inher- 


PatM Beacu, Jan. 28—Robert R. Young also made headlines and ad-|to fight the black market in rail-|itance in a speculation in food d 
Young, 60, chairman of the New | vertising news with the ads he ran road tickets and to damn sleeping | hydrating that failed. 
| York Central Railroad and of Alle- |_-and sometimes wrote—both dur- cars as 


In 1922 he joined General Motor 


‘ghany Corp., a railroad holding |ing the period he was president of |started a “pay as you go” rail-|Corp. and rose to assistant treasur 


ithe Chesapeake & Ohio Railroad, 
and later, during his bitter and ac- 
\rimonious proxy battle for control 
|of the New York Central. 

He first made advertising news 
‘in March, 1946, as president of the 
C&O, when he dramatized his criti- 
cism of the railroad industry for 
\compelling intercontinental pas- 
jsengers to change trains at Chicago, 
by launching a series of newspaper 
pages. Mr. Young wrote the first 
ad himself. It carried the headline: 
“A hog can cross the country with- 
out changing trains, but you can’t.” 


® This campaign, ADVERTISING AGE 
reported the following year, “in- 
duced such major roads as the 
|Pennsylvania, New York Central, 


|road service with newspaper ads, 
jand in late 1946 claimed that his 
jads addressed to John L. Lewis, 
head of the United Mine Workers, 
induced the beetle-browed labor 
leader to call off a coal strike. 

In 1954 Mr. Young’s proxy bat- 
| tle to get control of the New York 
‘Central started with newspaper 
ads and spread into television, the 
mails and the courts. 


® Born in Canadian, a cow town in 
the Texas Panhandle, Mr. Young 
| was graduated in 1914 from Culver 
Military Academy and then entered 
the University of Virginia, where 
he distinguished himself by his 
|“devilish conduct,” to such an ex- 
jtent that his college career came 


LOF TV 


Orlando, Florida 


Full 


FEBRUARY 1s 


316 KW Power 


FReeaching 29 Mid:Florida Counties 
167,275 TV Homes 


CHANNEL 9 
ABC Network 


FOR IMMEDIATE AVAILABILITIES, PHONE 


YOUNG TELEVISION CORP. 


NEW YORK «+ ATLANTA * CHICAGO * ST. LOUIS * LOS ANGELES + SAN FRANCISCO + BOSTON 


er in 1928, with a salary of $35,00: 
la year, under the eye of John J 
| Raskob, GM’s financial genius in 
|those days. Early in 1929, Mr. 
Young predicted a stock market 
l|erash, which caused a break in his 
jrelations with Mr. Raskob, and GM. 
Risking his own bankroll on his 
prediction, Mr. Young sold short 
\in the stock market and made a 
‘fortune in the market crash late in 
29. He then bought a seat on the 
New York Stock Exchange and 
| began a series of speculations. 
| 
|@ He bought up shares of the Al- 
leghany Corp., holding company 
for the bankrupt Van Sweringen 
empire of railroads and real estate. 
He used $750,000 of his own mon- 
ey and $4,000,000 put up by his 
friend Allan P. Kirby, an heir to 
a 5&10¢ store fortune, to wrest 
control of Alleghany and the rail- 
roads it controlled—C&O, Nickel 
Plate, and Pere Marquette—from 
a New York banking syndicate. 
Here, also, Mr. Young used adver- 
tising in a limited way to help him 
achieve his ends, and declared him- 
self the champion of the small in- 
|vestor against the big bankers. 


ls In 1948, Mr. Young told Apver- 
TISING AGE that he would be will- 
ing to run for President of the U.S. 
in 1952. In the interview, Mr. 
Young said that there were “10,000 
business men who could make a 
better President” than any of the 
men then under consideration. 

“Including yourself?” he was 
asked. 

Mr. Young nodded. “He said he 
was primarily concerned with put- 
ting the railroads back on their 
feet, but he would take the bigger 
job if it were ‘offered’ to him” (AA, 
Feb. 23, '48). 

In 1954 Mr. Young had to resign 
as chairman of C&O to satisfy ob- 
jection by the Interstate Commerce 
Commission to interlocking direc- 
torates. In his term as chairman 
and president of the railroad, he 
told ADVERTISING AGE that railroads 
were not spending enough money 
'on advertising. 


® “Railroads,” he said, “ought to 
spend much more money, perhaps 
|$100,000,000 a year, and they should 
spend it on selling copy. They are 
ispending less than $6,000,000 on 
advertising,” he said, “and to make 
it worse, 80% of the money is go- 
jing into non-promotional copy” 
| (AA, June 2, 52). 

Following his resignation as C&O 
\chairman, Mr. Young campaigned 
openly with advertising and 
speeches and in the stock market 
to gain control of the New York 
| Central. He won, after a number 
of financial transactions and pro- 
itracted court proceedings, in May, 
1954. 

Since then, with the fall-off of 
|railroad traffic and with continued 
| litigation, Mr. Young’s stormy ca- 
|reer lost some of its former bril- 
lliance. Authorities disagree on 
|whether or not the status of his 
|involved financial affairs was a 
| Cause of his suicide. 


G. LEE MIMS 

Houston, Jan. 28—G. Lee Mims, 
68, official of the Houston Chroni- 
cle and KTRH, died suddenly Jan. 
20 in a downtown restaurant. 

Mr. Mims was associated with 
the Chronicle for 46 years and was 
\its vice-president and treasurer. 
|He also was secretary-treasurer of 
the KTRH Broadcasting Co. 
| His first job was holding copy 
in the proofroom at the Houston 
Post, when he was 15. After two 
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years with the Post, he went to} 
work 'n the accounting department | 
of the Southern Pacific Lines; five 
year: |jater came back to the news- 
pape’ business to begin, in 1911,| 
his 46 years of association with the 
Chronicle. 

Starting as bookkeeper in the| 
advertising department, Mr. Mims 
progressed steadily to general | 
bookkeeper, auditor, purchasing 
agent and secretary-treasurer. In 
1950 he was elected vp and treas- 
urer. 


LOUIS RUPPEL 

New York, Jan. 28—Louis Rup- 
pel, 54, former editor of Collier’s, 
died Jan. 25 of a cerebral hemor- 
rhage at his home in College Point, 
N. Y. 

At his death he was an associate 
editor of The American Weekly, 


Sunday supplement of the Hearst | °//ering this $15 card—the “world’s R, 1, Outdoor Companies Merge prenaey er Seeee Saae Sane 


newspapers. He had assumed that 
position after selling the Record, 
Mill Valley, Cal., newspaper, which 
he had owned and published from 
1953 to 1955. 

Mr. Ruppel began his newspaper 
career aS a reporter on the old 
New York American. Later he 
worked on the New York Journal 
and the New York Daily News, 
and was managing editor of the 
old Chicago Times from 1935 to 
1938. 

In 1939 Mr. Ruppel became pub- 
licity director of Columbia Broad- 
casting System, a post he held until | 
1941. 

The following year he was ap- 
pointed assistant to the president | 
of Crowell-Collier Publishing Co. 
In 1945 he became executive editor 
of the Chicago Herald-American, 
but four years later returned to| 
Crowell-Collier as editor of Col-| 
lier’s. 

After leaving Collier's in 1953. 
he bought and published the Re- 
cord, and then returned East to 
become editor of the Philadelphia 
Daily News. In 1956 he was named 
associate editor of The American 
Weekly. 


BARBARA DALY ANDERSON 

New YorK, Jan. 28—Barbara 
Daly Anderson, 54, director of the 
consumers service bureau of Par- 
ents’ Magazine and a former presi- 
dent of the Advertising Women of 
New York, died Jan. 18 of a heart 
attack at her home here. 

Born in Canada, Mrs. Anderson 
was graduated from the University 
of Toronto. After several years’ 
experience on Canadian publica- | 
tions, she came to New York; she | 
had been associated with Parents’ 
for 20 years. 

At the 1942 convention of the 
Advertising Federation of Ameri- 
ca, Mrs. Anderson received the 
Josephine Snapp Award as 1941’s 
advertising woman of the year. 


JACOB H. STRONG 


RHINEBECK, N. Y., Jan. 28—Jacob 
H. Strong, 49, owner, publisher 
and editor of the Rhinebeck Ga- 
zette, died Jan. 19 at his home 
here. He was a former president 
of the New York Press Assn. 


Niagara Therapy Readies 
Heavy Radio Campaign 
‘iagara Therapy Corp., manu- 
lacturer of home therapy equip- 
mont, Adamsville, Pa., will spend 
‘) estimated $500,000 in network 
| spot radio the first half of 1958. | 
A major portion of the amount will 
be allocated to sponsorship of Ar- | 
thir Godfrey on CBS Radio and} 
the “Long John Nebel Show” on} 
Mutual. | 
Niagara purchased one 15- min-| 
ulc segment weekly on the Godfrey | 
Show and 25 minutes Monday | 
through Friday on the Long John 
sadeast. The company will con- | 
‘inue its radio-tv co-op schedule. | 
papers and magazines also are | 
ded in the ad plans for the | 
six months of the year. W. S. 
iker Advertising, Pittsburgh, is| 
ne agency. 


Storer Sets $500,000 Push 

for New Wilmington Station 
Storer Broadcasting Co., Phila- 

delphia, will invest more than 

$500,000 to promote its new tv sta- 

tion, WVUE-TV, Wilmington, Del. 


}|Gray & Rogers, Philadelphia, is 


the agency. 
At a recent promotion dinner, 


11/300 agency men and advertisers 


were given an envelope and an 


S/open invitation by WVUE to use 


door ad company in Rhode Island. 
Howard M. Johnson, formerly 
owner of Weybosset, becomes 


|president-treasurer of the new 


company; Margaret T. Deasy, vp 
and treasurer of Standish-Barnes, 
becomes exec vp. Headquarters 
are at 220 India St., the location 
previously occupied by Standish- 
Barnes. Standish-Johnson at the 
same time announced it has ac- 
quired all assets of the Newport | 
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Lloyd Howard Adds Four 
Lloyd S. Howard Associates, New 


| York, has been named to handle 


advertising for four new accounts. 


|They are Wilmar Co., manufactur- 


er of Tyndale lamps; Fellman Ltd., 
men’s retail shoe chain; Edna Nel- 
kin Inc., giftware chain, and Thea- 
tre Tickets. Willstead & Schacter 
formerly handled the Fellman 


|chain. The other three are new ad- 


vertisers. 


|PLUSH—For the really sentimental, 


Poster Advertising Co., Newport, 
R. I., and of Eastern Connecticut 
Outdoor Advertising Inc. 


|four spots free in order to test re- 
jturns from the stations. The sta- 
|tion also offered a new Ford as a 
giveaway in a six-week contest CBS Radio Spot Names Three 
for admen, time buyers and adver- CBS Radio Spot Sales, New| 
tisers for identifying two “Prize- York, has named George Arnold| 
Vues” each week. The station also |manager of sales development, and 
is running a series of daily con- Fulton Wilkens an account execu- 
tests for viewers. tive. Mr. Arnold formerly was with 
Rust Craft Greeting Card Co. is KCBS, San Francisco. Mr. Wilkens 
resentative for KNX, Los Angeles. | 


most expensive”—for the Valen- Standish-Barnes Co. and Wey- Jn addition, Sam B. Schneider, 


tine trade. The card, which plays bosset Advertising Co., both of formerly midwestern manager of | 

“Let Me Call You Sweetheart,” is providence, R. I., have merged to Sponsor, has been named an ac- 

shown here by Renee Gates, Bos- form Standish-Johnson Co., re-|count executive in CBS Radio 
ton, _portedly creating the largest out- | Spot’s Chicago office. 


IN TOTAL DAILY CIRCULATION 
New leader among Houston newspapers is The Houston Post. Total 
daily circulation of The Houston Post is now largest of any Texas daily, 
morning or evening: 213,198. The best newspaper buy in the South’s 
Number One market is The Houston Post-first in total daily circulation. 


*ABC 9-30-57 


IOUSTON. POST 


REPRESENTED NATIONAL HMITT 
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Burke Marketing Expands 
Burke Marketing Research Inc., 


Cincinnati, has extended its oper- | 


ations into three new markets. 
Cleveland, Indianapolis and Den- 


ver have been added to Cincinnati, | 


Dayton, Philadelphia and Minne- 
apolis, bringing to seven the num- 


ber of markets in which Burke op- | 


erates with a fulltime staff. 


Who in the world 
buys 4-1/3 hammers? 


or whatever his next job calls for, he 
is many home experts in one. Naturally, 
he buys many more tools—4' ham- 
mers, 9-9/10 screw drivers, 20-1/10 
wrenches, 44% motors, and other tools 
galore. Every issue of Home Craftsman 
sends him on new projects buying new 
tools and materials. You and your deal- 
ers con profit from our up-to-date mar- 
ket data on these multipurpose buyers. 


Write now to 


115 Worth St. 
New York 13 ) 


That versatile Home Craftsman reader. | 
Being a roofer, plumber, electrician, | 


‘ 
| Suddenly 


you re Out iron ueder the apecée convurt compromise — att 


= we 
| ¥ <™ 


aoe 


SS eleeiee siete 


INTRODUCTION—This ad in the March issues of House & Garden and 

House Beautiful will introduce the Landmark central heating and | said that Ed Reap was named pro- | “warmly indorsed the use of spiri 

air conditioning unit, made by Lennox Industries Inc., Marshall- 
town, Ia. Fulton, Morrissey Co., Chicago, is the agency. 


Lennox Industries Sets $160,000 Budget to 
Push Air Conditioning Line in Ist Quarter 


MARSHALLTOWN, IA., Jan. 28— 
Lennox Industries Inc., a 63-year- 
old company which didn’t begin 
using advertising until 1949, has 
opened a three-pronged campaign 
for its new Landmark model cen- 
tral heating and cooling unit. 


TV-TULSA covers 45 


counties where... 


GROSS FARM INCOME 
TOTALS $285,832,000.00* 


Oil-rich Tulsa — Farm- 


rich counties! Just 31 of 


the “fabulous 45” counties produce more than half 


Oklahoma's total gross farm income — 


the half 


that you can’t reach without TV-Tulsa! 


Farmers in Kansas, Missouri and Arkansas Counties 
are an added bonus to this rich Oklahoma market. 


* Standard Rate and 
Data Service 


Eps 


Advertising Age, February 3, 19 


|er-filter units are in separate sec- | News Flash from 


tions and may be used in the size 


»eded for each particular installa- —_ . 
a—ocAkke i.  ° Antarctic: Sailor 
ae ® Until 1949, the company did no Endorses Liquor 


advertising, but it has since de-| New YorK, Jan. 28—Modera'~ 
veloped an extensive ad program. |drinking was found to be a bo 
5 4 Since coming out with air condi- | to scientists in the Antarctic. 
tioning units in 1952, the company; Lt. Howard C. Taylor III, 2%- 
has captured approximately 11% | year-old physician attached to th 
of the field—about the same slice scientific expedition which th 
it holds of the central forced air|U.S. Navy recently sent to the 
heating market. |Antarctic, is quoted in an inter- 
Fulton, Morrissey Co., Chicago, | view in the current issue of Scope 
is agency for Lennox. + |Weekly, a medical publication, as 
| saying that “temperate use of bev- 
Brandt Named Aide to Reap erage spirits in the intemperat: 
In reporting the appointment by | climate at the bottom of the wor! 
the Los Angeles Times-Mirror of | W@S a. big help in relieving pres 
Batten, Barton, Durstine & Osborn | SUTES. ee 
to handle its account, AA (Jan. 20) | | Dr. Taylor, the publication say: 


by LENNOX the LEADER 


8 


LENNOX 


'motion manager of the Times. Ac- parr pene as a health instrument.” The 
tually, Mr. Reap has been pr direc- | Scientists in the Navy expedition, 
tor of the Times-Mirror Co. and|the report says, “were allowed 
promotion manager of the Times;| Whisky and brandy every Saturda) 
Ed Brandt, who joined the com-/|night. There was no restriction on 
pany from its previous agency— | Quantity during this period excep: 
Smalley, Leavitt & Smith—will be |Social pressure, which prevented 
It will spend about $160,000 in| assistant to Mr. Reap and promo- individuals from talking too much. 
the first quarter of the year to tion manager of the Mirror-News. 
promote the unit to home owners, 
store operators and to Lennox deal-| Pit & Quarry Names Scott 
ers. a s au é > | s aet . . . - =i 
Genter of the campaign is the|yp alPt,G, Scott has been named Iness of living in confinement wit 
heaviest three-month magazine! o¢ pit & Quarry Publications. He <0 sc) pete sricse eee melt wean 
schedule and biggest use of color formerly was on the advertising \,._ . Petty grievances melt away. 
5 It is a plow which turns over fresh 
jsoil for friendship to grow and 
|buries old dirt.” 


s Dr. Taylor is quoted as saying 
that when beverage spirits wer 
| served, “much of the unpleasant- 


for the company since it added air t2%¢ of the Ohio Bell Telephone 
conditioning to its heating line in 
a a Sie wm The physician also observed that 
> > y a 
Meune Heddle Benet" ena ~ Weiss Gets Ad Council Task “relatively older men” bear up bet- 
and Time. Spring editions of Bet- Edward H. Weiss & Co., Chica- ter than young men under the 
ter Homes & Gardens, Building | 80, will act as the task force agen-|strain of an Antarctic winter. He 
Ideas, House & Garden Building |°Y to develop radio ad messages also noted that ice cream and cold 
Book, House Beautiful Building | for the 1958 U.S. Savings Bonds drinks were more popular in his 
Manual, Home Modernizing and |¢@mpaign. igroup than soup and hot drinks. + 
New Homes Guide will carry page | 
or half-page b&w Lennox ads. 


} 


® Trade ads, varying from color | 
spreads to b&w pages, will run this 
|spring in American Builder, Amer- 
jican Builder Daily, Building Prod- 
| 
| 


lucts, Architectural Record, House 
& Home, NAHB Journal and Prac- 
tical Builder. 

And for the first time Lennox 
| will use vertical magazines to in- 
terest shops and stores in air con- 
| ditioning. March ads are set for) 
American Hairdresser, American | 
Restaurant, Chain Store Age, Drug 
Topics, Institutions Magazine and 
Progressive Grocer. 

The campaign aimed at dealers 
centers around use of mailing 
pieces which the company sells to 
its dealers. 

“Heating dealers always take 
|pushing to keep them going,” 
| J. R. Merrill, advertising and sales 
promotion manager for Lennox, 
told ADVERTISING Ace. “Most of our 
5,600 dealers sell other things be- 
side heating equipment, and they | 
may not work as hard as we'd like | 
on our line.” 


* e ais 
Introducing | 
te oe ee 


bphot R 


Standard Printing 
Company's NEW 
Tab-less display 
easel with the 
adhesive back! 


PATENT PENDING 


® The company has started the 
“Lennox Comfort Craftsman” pro- 
gram, whereby qualified dealers 
get lapel pins, store emblems, signs 
and other dealer aids. All dealers 
are offered an extensive array of 
mailers, newspaper mats and radio | 
spots, which they buy at cost. Pos- | 
tage for mailers is paid by Lennox. 
About 300,000 pieces are sent out 
during the air conditioning season, 
Mr. Merrill said. 

Rounding out the advertising 
program, the company offers deal- | 
ers any of 11 24-sheet posters fea-| 
turing dealer name. 

Lennox is tying in with Rexall 
Drug Co. on a store improvement 
plan. Rexall recommends the Len- 
nox air conditioning unit to its 
store managers in the U. S. and 
Canada, and Lennox offers a free 
air conditioning survey to those 
interested. 

“Rexall gets improved stores, and 
we get more business,” Mr. Mer- 
rill explained. 

The Lennox Landmark is de- 
signed on a building block princi- 
ple. The heating, cooling and blow- 


PART OF OUR 
COMPLETE ADVERTISER'S SERVICE 


e@ E-Z-EAS-L 
e Direct Mail 


e@ Ad Reprints 
e@ Streamers 


- » + all in full color at one-press-run economy ! 


E-Z-EAS-L goes up in seconds—for keeps! Two adhesive strips, 
even stronger than the display stock itself, eliminate all need for 
tabs and slots. Bowed easel back keeps display flat, cuts mailing 
costs and production costs by letting lighter weight stock do the 
work of heavier display boards. 

eereerer eee eee eeeeeeeeeeeeeeeeeeeeeeeeeeeeee 
Write today for complete information on Standard’s Advertisers’ Service, 
including full art production facilities. SEND NOW FOR SAMPLES! 


0 


STANDARD PRINTING COMPANY 
Dept. 26, 201-209 North Third Street 
HANNIBAL, MISSOURI 
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“ow tnd FORD 


Schlenther Breunig Gottschall 


McNulty 


Ingwersen Weaver 


Delaney 
ropperSs—Jurors display the three grand award winners in the 26th National Competi- 
tion of Outdoor Advertising Art sponsored by the Art Directors Club of Chicago. The 
winners included the Chicago Tribune, Four Roses Distillers and the Ford Motor Co.. 
first, second and third winners respectively. The jurors shown here are Stanley Schlen- 
ther, Evans & Associates, Fort Worth; John Breunig, Foote, Cone & Belding, Chicago; 
Edward Gottschall, Art Direction Magazine; H. C. McNulty, Batten, Barton, Durstine 
& Osborn, New York; Lou Ingwersen, J. Walter Thompson Co.., Chicago, chairman 


Moore Chesley 


Touber Horstman Grotz 


Fabacher Llewellyn Kent 


of the competition committee; Rene Weaver, JWT, San Francisco; James J. Delaney, 
Sinclair Refining Co., New York; Loren C. Moore, Grant Advertising, Chicago; Harry 
Chesley, D’Arcy Advertising Co., St. Louis; Kenneth Tauber, Cunningham & Walsh, 
Chicago; Paul Horstman, Potts-Woodbury, Kansas City; Walter R. Grotz, Marschalk & 
Pratt, New York, and president of the New York Art Directors Club; Robert J. Fa- 
bacher, Jackson Brewing Co., New Orleans; Robert Llewellyn, American Bakeries Ca., 
Chicago, and Norman Kent, American Artist Magazine. 


Business Man‘s Touch (Not Adman’s) Will 
Give European Agency Success, Says Akers Set $8,000,000 for 


(Continued from Page 1) 
comes to talking turkey with pros- 
pective clients. For Lynn Akers 
exudes a confidence that makes a 
listener think, “This fellow really 
knows what he is talking about.” 

Mr. Akers expects Advertising 
International to be a success be- 
cause, for one thing, it is owned 
and controlled by a business man 
rather than an adman. 

“I have spent a couple of million 
bucks advertising,” he says lacon- 
ically, “and I think I know thc 
feelings and qualms of the adver- 
tiser.”’ 

Asked if he has had experiences 
with an agency, he replies: “Yes, 
I nearly went busted with one.” 


8s Young Mr. Akers hails from 
Decatur, Ill.—‘“with Staley starch 
and that smell.” 

He got his first taste of adver- 
tising in his teens, when he worked 
for the Decatur Advertiser, a shop- 
ping paper. He later worked for the 
Decatur Herald and Review and 
for the Bloomington Pantagraph. 

In 1939, with the outbreak of war 
in Europe, 19-year-old Lynn Akers 
enlisted in the Canadian army. He 
fought in Europe before the U.S. 
was involved in the war. 

Evacuated at Dunkirk, Mr. 
Akers was then stationed in Eng- 
land. He was injured in 1941. “I 
was in a house in London when a 
bomb fell on it,” he says. 

Mr. Akers was discharged, 20% 
disabled. “I couldn’t control my 
jaw unless I clenched my teeth,” 
he recounts. 


® Back in the U.S., Mr. Akers went 
to work for the Thomas scalp treat- 
ment company. He learned a lot 
about the hair and scalp business 
before he left. 

In 1947, in New 
$300 of borrowed money, he or- 
ganized his own _ business—the 
Akers Hair & Scalp Clinics 

Mr. Akers insists these clinics 
are on the up-and-up. They use 

sio-therapy” principles, he 


Orleans, with 


$ , to treat hair loss and all kinds 
of scalp disorders. Many of his 
customers, he says, are referrals 
Irom doctors. 

The Akers clinics have been 


re successful in Europe than in 

nerica. Mr. Akers set up opera- 

ns in Europe three years ago and 
how has clinics in nine countries. 
le asserts his clinics gross $5,- 
00.000 annually, with the Euro- 
Peon ones contributing $3,500,000 
his volume. 


ir. Akers was married 16 years 
ag to the former Emilie Adams, 
4 girl he grew up with in Decatur. 
“Wo lived a block apart,” he says, 
‘an. were delivered by the same 
doc‘or.” They have three children. 
Akers has been living in 

ope for most of the past three 
ears. He has a 42-room villa in 
Cannes, with 4% acres of garden 


space. He also has an apartment in 
Central Park West, in New York. 
For the next two years he expects 
New York to be his usual base of 
operations. 

He reportedly has interests in 
many other enterprises—and he 
certainly has ideas for many more. 
One of his ideas, for example, is 
to set up a string of radio stations 
throughout Europe and operate 
them as a commercial broadcasting 
network. 

“We'll just play American music, 
with local cut-ins for commer- 
cials,” he says 


Coffee Countries 


Worldwide Ad Drive 


RIo DE JANEIRO, Jan. 28—Eight- 
een coffee-producing countries 
concluded a nine-day meeting here 
yesterday with the creation of a 


new organization to promote the! 


worldwide consumption of coffee. 
Under the plans approved at the 


,meeting, the newly created Inter- 


# Mr. Akers flew back to Europe | 


last Saturday after a whirlwind 
week in New York, during which 
he (1) attended to his business af- 
fairs (the hair & scalp clinics), 
(2) pitched for new business for 
AI and (3) managed on the eve 
of his return—last Friday night— 
to squeeze in a guest appearance 
on the “Night Beat" hot on 
WABD, New York. 

On “Night Beat,” Mr. Akers 
proved to be his frank, disarming 
self. Questioned closely by John 
Wingate on his hair and scalp busi- 
ness, Mr. Akers gave point-blank 
answers. Mr. Wingate finally com- 
plimented him on his “candor.” 

Mr. Akers conceded, without any 
reluctance, that “No one can grow 
hair on a bald head.” He insisted, 
however, that it is “absolutely” 
possible to prevent baldness be- 
cause, he said, !oss of hair is usual- 
ly the result of scalp neglect 

Mr. Akers said he would not 
treat anyone who, upon medical 
examination, is shown to be losing 
hair because of systemic disorder. 


seat, 


He noted that 40 doctors are as- 
sociated with his clinics 
e Mr. Akers claimed that one 


cause of baldness is hats with tight 
bands that cut off circulation. He 
said that he recently became em- 
broiled in a controversy in Eng- 
land when he suggested that “they 
burn all of the bowlers in Eng- 
land.” 

Mr. Akers said that his competi- 
tors engaged in “misleading ad- 
vertising.” but that he does not 
Queried about better business bu- 
reau complaints against Akers ad- 
vertising, Mr. Akers complained 
that the bureau “has never spent 
a nickel” investigating the area of 
scalp treatment, and he suggested 
that it didn’t know what it was 
talking about. + 


Group Buys Fox, Not Hand 

AA erred last week in reporting 
that Peter Hand Brewery Co. had 
been purchased two years ago by 


national Coffee Organization will 
have an annual budget of $8,000,- 
000 to spend on advertising and re- 
search. 

This money will be raised from 
assessments of 15¢ to 25¢ per 132- 
lb. bag of coffee. 


® Two-thirds of the signatory 
countries must ratify the agree- 
ment before it becomes effective, 
but no trouble is expected on this 
score and the new organization will 
probably be operative within three 
months. Headquarters of the or- 
ganization will be in Rio 

The first order of business will 
be the selection of an executive 
staff to run the organization. 


s The contemplated scope of the 
new organization wil! eclipse the 
operations of the Pan American 
Coffee Bureau, set up 20 years ago 


| to promote the consumption of cof- 


| fee 


| 
a Chicago investment group. Actu- | 


ally, the Peter Fox Brewing Co., 
Chicago, was bought by the invest- 
ors. The Peter Hand company has 
been in the hands of one family 
since its founding in 1891 


jendless case histori« 


in the U.S. and Canada. The 
coffee bureau has had available 
about $17,000,000 over the past 20 
years. # 


Fairless Tells 
NBP Wage Boost 
Won't End Slump 


WASHINGTON, Jan. 30—The recip- 
ient of National Business Publica- 
tions’ annual Silver Quill Award 
warned this evening that labor 
leaders are mistaken when they 
‘claim that wage increases can end 
the current economic downturn 

In accepting the NBP award “for 
distinguished services to industry 


and the nation,”’ Benjamin F. Fair-! 


less, president of the Iron & Steel 
|Institute, told the association’s 
|“State of the Nation Dinner” wage 
increases which exceed productivi- 
ty simply take money from one 
consumer and give it to another 
without raising the total purchasing 
power of the market place 


Cabinet officers and other rank- | 


ing government 
more than 1,250 
their guests as Vice-President 
Richard M. Nixon, Silver Quill re- 
cipient in 1953, made the presenta- 
ition to Mr. Fairless. 


officials joined 
publishers and 


® In addition to Mr. Fairless other 
participants in this evening’s pro- 
gram included Secretary of the 
Army Wilbur M. Brucker; Secre- 
tary of the Interior Fred Seaton; 
Budget Director Percival F. Brund- 
age; Dr. Alan T. Waterman, direc- 


Abrams Hits Business Men Who Think Like 
Consumer, Not Marketer, in Criticizing Ads 


(Continued from Page 1) 
derstanding or through a snap de- 
cision made as a result of a quick 
impression,” Mr. Abrams said 

“In my work as a member of the 
board of directors of the Assn. of 
National Advertisers, I have heard 
many advertising managers make 
similar protests through the 
years,” he wrote. 

“At any gathering of advertising 
professionals, one common ground 
for complaint against management 


has always been the general 
rather than = specific—criticism 
which their bosses |evel at a pro- 


posed campaign. 


s “Such advertising is frequently 


dismissed with any where from an 
‘I just don’t like attitude to a 
more explosive ‘I' stinks!’ reac- 
tion. Either way, ‘he advertising 


man recognizes t}at a campaign 
which many hands have developed 
has been discarde’ without con- 
structive criticism.’ 
These same adv: 
sionals, Mr. Abranis 


tising profes- 
said, recount 
of campaigns 
destroyed “because the president’s 


wife didn’t like the commercial” 
or “the laboratory executive felt 
that the product demonstration 


was far-fetched,” or “the sales 
manager’s son had a better idea.” 

The same executives, strangely 
enough, he wrote, “who commit 
campaign castration do maintain a 
‘laissez-faire’ attitude when it 
comes to technical operations in 
plant or research labs, protesting 
quite honestly, ‘That stuff's out of 
my realm.’ 

“Why, then,” Mr letter 
asked, “the attitude 
when it comes to advertising?” 

The answer lies, he stated, in the 
“simple fact that since all of us 
are exposed to advertising, this 
qualifies us as critics of advertis- 
ing.” 


Abrams’ 


change of 


® He also emphasized that the 
professional adman is often expos- 
ed to another type of advertising 
criticism which, he maintained, “‘is 
many times worse. This is criticism 
coupled with change.” 

Mr. Abrams’ letter concluded on 
this hopeful note 

“.. If criticism can be tempered 
by knowledge that the work being 
criticized is the product of profes- 
sionals of long training,” he writes, 
“then a new frontier in advertising 
criticism can gradually be 
ed.” = 


reach- 


|tor of the National Science Founda- 
ition; Sen. John McClellan (D., 
Ark.), chairman of the select com- 
mittee on labor activities; Sen. Wil- 
liam F. Knowland (R., Cal.); Rep. 
John Moss (D., Cal.), and Donald 
W. Douglas Sr., president and 
chairman of Douglas Aircraft Co. 


8 In accepting the Silver Quill, 
Mr. Fairless praised the “clarity, 
judgment and deep insight” of 
business papers in explaining the 
complex issues faced by business. 
“You help the American people 
achieve a better understanding of 
business,” he said, “its problems, 
its legitimate needs and hopes and 
| the way in which our free enter- 
prise system works to serve the 
best interest of our society.” 
| Turning to the current demands 
for wage increases “to bolster con- 
/sumer buying power,” he said, “We 
jcannot take out of our national 
warehouse more than we put in.” 
“I think everybody should get 
rnore as it becomes possible to cre- 
ate more,” he explained. “But in- 
creases in general wage rate levels 
to make real dollars and sense 
(spelled s-e-n-s-e) must bear a 
fair relationship to advances in na- 
tional productivity.” 


® In the past 10 years, he said, 
productivity has increased by 26% 
while wages are up 61%. “The dif- 
ference between the 26% gain in 
output and the 61% in wages is 
illusion. It is a phony as far as 
increasing consumer purchasing 
power because, of course, it repre- 
sents inflation.” 

Mr. Fairless pointed out that 
|profits under our free system “are 
not something we need apologize 
for because with profits we have 
the real key to more productive 
power and thus earnings power 
and real progress.” He said that 
whether they are used directly o1 
indirectly as an incentive to inves- 
tors, “profits start our forward 
|}motion in providing rising living 
standards.” = 


Sisler Named Ashland Ad Head 


George W. Sisler, formerly an 
account executive of McCann- 
Erickson, New York, has been ap- 


pointed advertising 
Ashland Oil & 
land, Ky 

Sisler will 
tising of 


manager of 
Refining Co., Ash- 
In his new position, Mr 

coordinate the adver- 
Ashland and its affiliates 


Valvoline Oil Co., Freedom, Pa.: 
Aetna Oil Co Louisville: Allied 
Oil Co., Cleveland: Frontier Oil 
fefining Co., Buffalo; National Re- 
fining Co., Cleveland, and R. J 
Brown Co., St. Loui 


Hicks & Greist Boosts Two 

D. Edward R beer 
named to the new post of director 
of sales promotion in the market- 
ing department of Hicks & Greist, 
New York. He joined the agency 
five years ago Hicks & Greist also 
has promoted Arthur C. Maye! 
a copywriter 1956, to ex 
chief 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum-—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR. 


6 MONTHS ENDING JUNE 30, 1957 


HELP WANTED 


POSITIONS WA! 


ADVERTISING 
Southwestern Michi:« 


Top flight-15 years, d op 
erating very successfu! « Chicago 
agency. Age: 45. Now etired to 
year round home on th« ns er 
Desires limited cliente ec n- 
petent agency guidance or an- 
ning, Media, Copy, La id oduc- 
j tion. Phone HAzel 6-00 ver, Michi- 
| gan. 
Young Marketing an: ising Ex- 
1 a ae ecutive—Marketing, and 


INDUSTRIAL ADVERTISING 

SALESMAN OHIO-MICHIGAN 

Interested in selling advertising for this 
top industrial magazine that: 

Consistently carries over 3000 pages 
of advertising a year 

Has a professionally recognized edi- 
torial staff 

Supplies modern marketing aids to 
its salemen 

Has a young, aggressive sales staff. 

. Offers immediate high bracket in- 
come from current billing in this area, 
plus excellent potential for development 

If you are between 30 and 40, grounded 
in industrial marketing; intelligent and 
eager to apply 
problems we want to talk with you. 

Send resume for confidential interview. 
All replies will be held in strict confi- 
dence 

Box 1192, ADVERTISING AGE 
480 Lexington Ave., New York, 17, N. Y 


MOLENE 
Editors Public Relations 
Copywriters Advg. Managers 
Artists Media Production Service 
“All is grist which comes te our mill” 


Andover 3-4424, 105 W. Adams St., Chgeo 3 


MID-WEST ADVERTISING 
SALES MANAGER 
National hard lines trade paper head- 
quartered N. Y. C. Leading publication 
in field for quarter century. Expansion 
forces change from advertising represen- 
tatives to own sales staff. Base salary plus 
generous incentive over quota. Some 
travel 
Box 1214, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING RESEARCH 
Prefer woman with a degree in psychol- 
ogy or related fields and some experience 
in advertising research. Work includes 
general advertising agency research with 
emphasis on questionnaire design, tabu- 
lation, evaluation of copy and consumer 
tests. Salary commensurate with experi- 
ence. Call L. E. Schueler, Research Direc- 
tor. Clinton E. Frank, Inc., WHitehall 
4.5900, Chicage, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 


SPACE 


yourself to advertisers’ 


Sales Promotion bach \ge 34: 10 
years experience wit! ind —_ 
. . companies Electric: ture anc 
HELP WANTED Steel Products. Have $500,000 an- 
PROMOTION MANAGER nual budgets. Salary § 0.00 to $14,- 
NEEDED BY MAGAZINE PUBLISHER 000.00. Presently Ma: Director for 
If you have had sales promotion or ad- New York firm. Would |ike to relocate 
vertising agency experience and would in Chicago Area. Write | complete re- 
like to work for a multipublication com- sume or interview 
pany this position will appeal to you Box 1210, ADVERTISING AGE 
Duties include copywriting, layout, trade 200 E. Illinois St.. Chicago 11, Mlinois 
press advertising campaigns and direct |) —————————__—_ AZINE: 
mail promotion for 8 magazines, Agri-|WE WILL PRODUCE YOUR MAGAZD Bs 
cultural experience desirable but not es- | Plan it, write it, sel e, al d — 
sential. Located in scenic Northern Ili-|4!! bookkeeping and ne... 
nois. Progressive company with attrac- | ™#sazine, trade associat publication 
tive fringe benefits. Give age, experience (sales or employee magazine . The Arbo- 
and salary required in first letter gust Co. (Est. 192%) sSTate %-9151, Chi- 
Box 1215, ADVERTISING AGE cago. 


i - $$$ —— 

200 E. Illinois St., Chicago 11, Illinois | Top-flight space salesman available for 

EXECUTIVE & CLERICAL Central and Western New York territory, 

EXPERIENCED & TRAINEE Fourteen years succe experi- 

Publishers Employment ence Broad advertising background. Ex- 

469 E. Ohio St. .Chgo. Su 7-2255 cellent references. J. W. Connell, a 

CHANCE TO WRITE and make ads in all | ;'GB,,Dr Rochester 10, N. ¥. Butler 

media for top package goods and stil} ———— —_ — 
enjoy the personal advantages of smaller TOP FLIGHT COPYWRITER 


space 
pi 


agency operation, smaller-city living National 4A Agency — 

Prefer some experience plus bigger po- Background in All Media. 7 

tential. Send pertinent data to: The Lynn *% years experience. CR 5-3555 (L.A., Cal). 

Organization, 15 So. Franklin Street, INDUSTRIAL, TRADE EDITOR 

Wilkes-Barre, Pa. 15 Years Newspaper, Magazine Writing, 
If You're in ADVERTISING Editing, Layout, Make Up Experience 
Your Job is MY BUSINESS 5 years Printing Productior 1 area 

Call Miss Barnard at FAirfax 8-8318, L.A., Calif 


WA _2-2306 for the really ADVERTISING-PRODUCTION MAN 
BIG positions in Advt Thoro knowledge all phases graphic arts 
Radio, TV, Publishing and and how to buy right. Pressure resistant 
Pub Rela See me now!! with follow thru training. 34-married 
202 S. State St., Suite 1302-4 Box 1218, ADVERTISING AGE 


CREATIVE LAYOUT MAN 
Top volume studio needs seasoned crea- 
tive layout man able to carry responsibil- 


200 E. Illinois St., Chicago 11, Illinois 
TV SCRIPT SUPERVISOR AND PRO- 
GRAM DEVELOPER. Creative young man 


ity and direct others in same work - : " 
+ ee . : SB with 4 yrs. exp. analysing and editing 
ay ee, Eee vacation. Send re- Stories for major Hollywood production 
- . o company—plus creating and developing 
oe tee + * od heen A — . new formats—seeks similar position with 
__ a BE. sinols St., | hicago 11, inois ad agency. Presently employed with this 
- SALES SERVICE ~~" company. Prefer West Coast 
Major full line consumer package de- —— . _ - 
signers and converter located N.Y.C. has 4041 9 io pig wo dg! lif 
opening for high caliber man about 30 nnn Ee lle on 
who likes detail, has good sales sense COPYWRITER—Seasoned woman copy- 
and knowledge of customer relations. | Writer and advertising assistant with di- 
Will handle estimating, sales production Versified experience in retail, national 
coordination and some service selling. @"4 industrial fields, seeks responsible 
Experience in graphic arts production position in retail store or agency. Eastern 


desirable area. 
Send detailed resume and salary 
ments to: 

Box 1216, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 


Box 1220, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
Have continental flair—will cut costs 
PACKAGE DESIGNER 


require- 


WHAT MAKES | 


atop 
MARKETING MAN? 


Ambition? Yes. Broad interest in marketing, advertising, 
sales promotion? Yes. Leadership ability? Yes that, too— 


but none of these qualities 


veloped, and we know how to develop them. Our company 
—the largest in several consumer product fields—is suc- 
cessful only because of the people we develop and promote 


from within. 
Our formula is this: You 


lenging assignments matched to your present ability. You 
will have a responsible position within the broad field of 
marketing-advertising-sales promotion. Representing the 
Advertising Department, you will also contact other de- 
partments and our advertising agencies. 

But the quickest way to become a top marketing man 
is to work with top marketing men. That is the finest 
training we can offer—and the most valuable experience 


you can acquire. 


Before we screen you for these jobs, we’ll give you the 


opportunity to “‘screen’”’ us. 


between the ages of 21 and 30 send for complete informa- 
tion about the department, the company and your future. 


AIL THIS COUPON FOR COMPLETE INFORMATION 


Mail to 


BOX 890 


Please send me information on career 


| received a from 


(degree) 
Name 


Address — ‘ 


City a 


200 E. Illinois St., Chicago 11, Illinois 


Deportment and enclose an application form. 


Artist-Illustrator. Provocative portfolio of 
packaging, avertising and promotion de- 
sign for leading U.S. and European cli- 
ents 12 years experience in budget- 
minded production of “chic” effects 
| Available for free-lance, fee or retainer, 
for advertiser, agency, or art supplier 

Box 1221, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y 
SPACE SALESMAN-WEST COAST 

20 year local record of top performance 
Established contacts in general industry, 
aviation, electronic, and with agencies 
chance to progress if hard work, 
| sales, intelligence, are any criteria 
| Box 1235, ADVERTISING AGE 
| 4041 Marlton Ave., Los Angeles 8, Calif 
| 
j 
| 


| Want 


MARKETING-MERCHANDISING 
DIRECTOR 
Midwest ad agency seeks versatile man 
with strong history in frozen or package 
foods. Must be versatile. Salary, $15,000 
plus. Contact me in confidence 
GEORGE E. PYLKAS 


Executive Advert 


pay off unless they are de- 


ing Consultant 
| CADILLAC ASSOCIATES, INC. 


, , . ediately with chal- 220 S. State St. + Chicago - WA 2-4800 


Central N. J. daily, 40,000 circulation, 
has permanent opporiunity for experi- 
enced, alert retail display salesman. At- 
tractive salary, incentive and fringe bene- 


fits. Box 887, Advertising Age, 480 
Lexington Ave., New York 17, N.Y 
If you are a college graduate | WANTED 
TOP 
COPYWRITER 
$15,000 
Large chain store operation 


ADVERTISING AGE has unusual opportunity for 
creative writer with sound 
retail background. Earnings 
unlimited for man who can 
produce new selling ideas. 
Give full particulars. 
BOX 893 

ADVERTISING AGE 

480 LEXINGTON AVE 
NEW YORK 17.N. Y. 


opportunities in your Advertising 


(school) (year) 


888}! ee 


Advertising Age, February 1958 
POSITIONS WANTED 


‘CHICAGO TIME BUYER AVAILABLE 
Career girl now employed as Time Buyer 


| REPRESENTATIVES WANT: » 
ADVERTISING SPACE SALES \\; N 
Fast Growing Beauty Trade Py} 


- tio; 
desires challenging position. 15 years needs reps in St. Louis, Tenness: Cal 
consumer adv. agey exp. Several yrs. fornia and throughout South. 
timebuying & planning exp. Thorough Box 1096, ADVERTISING A: 
knowledge of wot ft TV 200 E. Illinois St., Chicago 11, I). ois 
Box 1222, ADVERTISI! , LL, | te 
200 E Illinois St., Chicago 11, Illinois Salcciliee y~ — Ed Or 10n- 
PORTF "WITH WINGS 4 : © store play 
PORTFOLIO WITH WINGS adi . on ares ) 
Creative art director: exciting ideas plus cominen orl —. online — aie 

finish, 15 yrs varied exp. desires to £!1V€ on request. FULLER DIS LAYS In “ 
his all to southern company. Family man ‘a loan oe | ca one . -e 
happy), will fly immediately. — — L _Y. 
Box 1223, ADVERTISING AGE = REPRESENTATIVES AVAILARi § 
480 Lexington Ave., New York 17, N.Y. |" PUBLISHERS === 
ART DIRECTOR. Highly creative, 12 yrs.| Well established Chicago Repres: ative 
Top. Exp.. Impressive ae firm would welcome the opport. ze 
Box 1224, ADV ERTISI: G \GE | discuss your space selling probi:»s is 

_ 200 E. Illinois St., Chicago 11, the midwest. 


Box 1162, ADVERTISING A: 


Southwest. Top notch I Ss person-| _ 200 E. Mlinois St., Chicago 11, 1) is 
nel available with BNC Mitchell, lights Proven and well known midwes: Pub: 
and sound equipment for major produc- jishers Rep will add one Trade publica. 
tion. Fred Lawrence 2227 Gilford Ave. tion to established list. Commission basis 
Dallas 35, Texas. FI-2-4465, Ri-2-6811. | gniy. 

Specialize in hi-speed motion studies Box 1233, ADVERTISING AG! 

3000 frames per sec. 200 E. Illinois St., Chicage 11, Mlinois 
Missiles/Aircraft Engineering Magazine — 


Editor-wishes—assignments publication 
projects, sales brochures, publicity. 
Box 1225, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 


- BUSINESS OPPORTUNITIES 


A STEAL 
SPORTS PUBLICATION 


Sw Lexington * Ro : 16 yrs. old. No competition, circ. fully 
COPY, CONTACT, LAYOUT MAN pd., high renewals, production cost nd 
Agency-seasoned, self-starter will make ulously low. Present coverage State of 
money for you. 12 yrs. exp. in variety wise Can add 2 more. Advg. rate $3.50 
of consumer and _ industrial products./ pr jin. semi controlled. Should net an 
Campaigns, ads, collateral material individual 50 to $60,000 per yr. Unusual 
Box 1226, ADVERTISING AGE opport. For full details "phone Mr. Yea- 


200 E. Illinois St., Chicago 11 Iilinois © _| ger, Chicago, WAbash 2 5007 
: ~ “es. . a _ 7. ’ i N - — _ 
AGRICULTURAL ADVERTISING MA MISCELLANEOUS 


ll-year solid ad manager, agency, pub- ie 
lisher experience. Successful administra- Publ. Rep. wants te rent part of office 
tive, creative contact & copy back- (or desk space with secretarial service. 
ground. Aggressive worker, mid-30's, col- Box 1234, ADVERTISING AGE 

lege 200 E. Ilinois St., Chicago 11, Il 


Box 1227, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLICITY COPYWRITER—Young Miss 
10 yrs. creative writing & administration 
Desires creative-contact job. 


Box 1228, ADVERTISING AGE 


WANTED MAILING LISTS 
of Dairy Farmers throughout Eastern, 
Southern and Western States. Write to 
Adv. Mgr. 521 South Srd St., Minneapolis 
15, Minn. 


“ S "hicag Ite COMIC BOOKS te EACH 
200 E. Illinois St., hicago 11, Illinois — | Regular newsstand approved all kiddie 
ADVERTISING MANAGER titles. Publishers surplus, coverless. Per- 
Heavy consumer durable goods and pub- fact for premiums, trade stimulators, 
lishing experience. Excellent knowledge self liguidators. Used by movie houses. 
of boating, sporting goods, auto fields shoe stores, ice cream companies, gas 
Strong on copy, administration, agency | gations. Min shipment 2,000 assorted 
liason, displays, shows. A_ self-starter hooks, F.O.B. Sample 100 post paid $3.00 
idea man with 8 years solid experience. G,<h with all orders Kiddie Comics, 
College graduate, 30, single. Salary about Shamokin Dam, Penna. 


$10,000. Manhattan only 


STUDIO OLD TOWNS kM” 


Box 1229, ADVERTISING AGE 
xing » Ne 4 N.Y Wodbrng, firepl: mod. bath. kit. patio 
480 Lexington Ave., New York 17, N. Y Cheo, Wh 4-8846. 


PRODUCTION 


Desire divorce from editorial work. Want 

production job with advertiser or publi- 

cation. Exp. at newspaper style makeup ee n 
What Could This 

)) k Y ? 

0 FOr TOUS 

—_—__-_ 


Good basic understanding of production 
problems. Capable administrator and ef- 
ficient with detail 

Box 1230, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ilinois 

COMMERCIAL ART 
Free Lance or steady. Anything in Black 
& White. Line or wash 
Harry ONeill, Rye, N. ¥., Rye 77-4219 


LOW CUB ON TOTEM POLE SEEKS 

COPY CHIEF. Writer (fem) desires , — : 

change to consumer ad copy job from His ad-building skill has helped double, 

prom. copy background triple, even quadruple sales for top na- 
Box 1231, ADVERTISING AGE tional advertisers . » as well as lasso 


several million-dollar accounts for a lead- 
ing agency. He now seeks the stimulation 
of new creative problems and makes this 
offer: You name the fee on the first as- 


480 Lexington Ave., New York 17, N. ¥ 
~~ ADVERTISING-MARKETING 
EXECUTIVE 


Account Exec., 10 years experience in : r 

grocery and drug products, jewelry and Alt Th ae 44 y hy ae 
appliances, needs challenging opportun- | C€@ is Is how he starts 2s oo 
ity. with agency. or eivertiene. Solid in , lationships. Box 886, ADVERTISING AGE 
all marketing phases incl. print and 480 Lexington Ave., New York 17 
broadcast media, creative development, aaenneee suesumenenmaas 

sales, merchandising and research. Re- 

sume now 


Box 1232, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLICATION, BOOK and 
CATALOG PRINTING 


Our 47th Year 
COPY SUPERVISOR, packaged 


1 pm ane ” $20-22M We have excellent facilities for producing 

AS & LL Media director saddle-stitched publications up to 9” x 12 

_Midwes Major agency to $15M and up to approximately 80 pages 

ag 2 — 12M quantities of about 5,000 to 20,000. one 
0 srodu 3 ling facilities 

COPY, industrial & consumer $10M = of mee, Soe oe 


We are an old established firm with 3 


SALES promotion years of publication, book and catalog 


of publications 


¢roup 


$8M printing experience, pean om wf =, one 
y 7 T west of Chicago. Overnight mai! and 
GLADER CORPORATION freight service. Good workmanship 4‘ 
Don Harris, Dir. Adv. Div fair prices. Why not investigate? 
110 S. Da bora CE 6 5353 Chicago Box 298, Waverly, Iowa 


Almost everybody of 
importance in 
advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 


—s eo | 
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Adverti 


— 


ng Age, February 3, 1958 


Free Lance 
AUTOMOTIVE 
MERCHANDISER 
and COPYWRITER 
WANTED 


Man who can create complete 
dealer traffic-building pro- 
grams including basic theme, 
slogans, contests, sales incen- 
tive plans and all supplemen- 
tary materials. Excellent op- 
portunity for experienced 
man to use his spare time 
profitably. Write M. T. Green, 
2635 N. Kildare Avenue, Chi- 
cago, Illinois. Telephone: 


SPaulding 2-1600. 


91 


ACCOUNT 
EXECUTIVE 


© Medium size 4A Chicago 
Agency has complete facilities 
for account executive with busi- 


ness. Excellent opportunity to 
relieved of day-to-day detail. 


dence. All replies will be held 
in strict confidence. 


Age, 200 E. lilinois St., Chicago 


agencies . . . advertisers studios 


here's a complete creative & 
production service for all media 
|| AT COMPETITIVE PRICES! 


Writing, artwork and production for print 
and broadcast advertising—industrial 
films—slide films—sales meetings. All 
or any part of the job. 


4 We're not an pone but a sinewy, 
increase 3 . hard running organization.4A and net- 
your earnings by being work experienced—equipped to create 


basic selling ideas and develop them 
: into finished, well muscied advertising, 
Write with complete confi- as and promotion for all 
media. 

Our sound understanding of our clients’ 
requirements and our personal attention 
to detail are apparent in every job. May 
we illustrate? Call or write 


TRIO ASSOCIATES 
850 WN. DeWitt Place, Chicago, III. 
WHitehall 4-6234 


Write Box 891, Advertising 


1, Minois. 


SALES PROMOTION MANAGER 


Challenging opportunity in New York for 
man now earning $10,000 or more. Mini- 
mum 5 years successful experience. To 
“Spark"’ confectionery manufacturers na- 
tional sales force, wholesalers, retailers, 
and chains in allied fields with direct 
mail, publicity, conventions and trade 
paper advertising a fully. Box 594-B 
300 W. 43 St.. N. Y¥. 36 


CUTS $1.25 
Up to 5 Sq. Inches 
ZINC 
Line or halftone flush mounted. 
Fast Service— 
Satisfaction Guaranteed 
Write size of cut and screen preferred 
on back of copy and mai! to 
WARD KAH 
Box A 87, Glendale, Calif. 


Experienced Advertising Manager Wanted! 


Exceptional opportunity offered by leading midwestern 
manufacturer of soft goods. Background must include ex- 
perience in advertising department of soft goods, food or 
drug company. Agency experience helpful but not re- 
quired. Must be prepared to take full responsibility of 
advertising department—budget, plans and administra- 
tion, collateral materials, and working with agency. Some 
copywriting experience necessary. Age, early 30's pre- 
ferred but not over 40. Salary, 12-15,000 per year. Address 
complete résumé and photo to: Box 894, Advertising Age, 
200 E. Illinois St., Chicago 11, Illinois. 


COPY /CONTACT 


Background in industrial advertising 
preferred. Must be an idea man and a 
facile writer. Should have potential 
for becoming a key man with us 
Starting salary commensurate with ex- 
perience and excellent opportunity for 
increased earnings. NYC agency. 
Write: 
Box 880, ADVERTISING AGE 
480 Lexington Ave. 
New York 17, NY. 


MARKETING 
WINZ Radio Station MAN WANTED 
MIAMI, FLORIDA Unusual opportunity with top-flight 


| Southern advertising agency for man with 
proven experience in developing and 
helping execute complete marketing plans 
for packaged products. Prefer man either 
presently employed by marketing con- 
sultant firm, marketing head or assistant 
in advertising agency, or marketing di- 
rector or assistant of company. Excellent 
salary, with definite incentives to share 


in agency's future management plans 
Write full resume to | Our people know of this ad. Write fully 
Robert £ Mitchell giving detailed experience background 
. i] 
WINZ. Biscayne Terrace Hotel 


has outstanding territory open for 
top radio account executive. Un- | 
usual opportunity for good man. 


case success histories, photos, and refer- 
ences. Will hold all correspondence strict- 


ly confidential, and will return all 
Miami, Florida materia 
Box 888, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


rote s retouched ond 

viow. portion was done 

entire. by @ PAASCHE V 

AIRBRL from on original 

ngine ring line drawing. 

PAASCK: Airbrushes save time 

2nd incceose profits when used for 

yout 1 finished ort rendering 
well — for highly profitable photo 

retouch Write for complete informe 

ton on 


PHRSCHENReRUst: co. 


on of Cline Electric Mig. Co 


> Ww. Diversey Pkwy . Chicego 14) 


YOUR ADVERTISEMENT 
HERE WILL 
GET RESULTS 


AASCHE Airbrushes TCDAY! 


2 UNUSUAL ADVERTISING SALES OPPORTUNITIES 


. for experienced advertising space salesmen to join the sales 


staff of one of the fastest growing trade publications in the 
country. [Immediate need is for two men, one to be based in the 
Chicago area, 


the cther in the New York-Philadelphia area. 


Age 28 to 40, knowledge of building industry preferred but not 
essential. Please write in complete confidence giving full details 
on personal history and job experience. 


James W. Zuber, Publisher 
BUILDING PRODUCTS 
34 N. Main St., Hudson Ohio 


. FOR SALE 
The Midwest's Small publicity-PR agency, long estab 
outstanding placement lished, nationally recognized. Active and 
service for Adv.- Art & large potential industria! accounts. Un- 


usual opportunity advertising agency 
wishing to operate going New York PR 
agency for own client and new business 
Owner willing to remain on part-time and 
sales basis. Negotiations confidential 
Reply Box 892, Advertising Age, 480 
Lexington Ave., New York 17, NY 


allied fields. 


By cppointment only 
59 E. MADISON « SUITE 1417 
CHICAGO 2, TLL, 
CEntrel 6-5670 


OPPORTUNITY IN CANADA FOR CREATIVE DIRECTOR 


“20th century man” 


e If you're a up to date and inquisitive . 
e If you're mature and experienced .. . 
e If you have writing, editing and artistic ability in all media, 


including TV 
e If you can attend client meetings and express yourse!! clearly . 


@ If you'd like congenial surroundings in a big Cana 
with large national accounts... 


an agency 


e If you'd like to organize and direct at) expanding C:eative De- 
partment... 


rself 


If you like the challenge, write and tell us about yx 


Your reply will be kept confidential. Our executives know of this 
advertisement. Apply in writing, stating salary bracket, to: 
Folio AA, 


Briggs, Frost, Birks, Langdon & McComiskey, 
85 Richmond St., W., Toronto, Ontario, Canada. 


AUTOMOBILE 
ADVERTISING AND SALES PROMOTION MANAGER 
WANTED 


Challenging position available with Willys Overland Export Corpo- 
ration. Your background should include a record of success in 
automobile advertising and promotion; either domestic or export. 
Automotive wholesale experience would be a valuable plus. 
vehicle sales overseas are in the first place in their weight class 
among all American manufacturers providing a rewarding future 
for a capable and energetic automobile man. Starting salary $9,600.00 
range. Please address reply to: 


WILLYS MOTORS, INC., 940 N. COVE BLVD., ROOM 105, 
ADMINISTRATIVE PERSONNEL, TOLEDO 1, OHIO 


“Jeep” 


AVAILABLE 
AGENCY ADMINISTRATOR 


Aggressive 4A V.F. and General Manager 
seeks challenge. Thoroughly experienced 
all phases of agency operation including 
new business, account servicing, presenta- 
tions, plans and merchandising, All pro- 
motional print. Top creative director 
Strong initiator and leader. Future expan- 
sion opportunity important. Location flex- 
ible 
Box 889 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


| Fine, Fast, Fairly Priced eae 


pics 
photographers 
DEARBORN 2-1062 

167 N. LaGALLE, CHICAGO MLINOIs 


| PUBLICITY 


COMMERCIAL 


| CONVENTION INDUSTRIAL 


per line; upper 
number. Closing deadline: 


message 


Use This Space to Print or Type Your Classified Advertising Message 


STUCK 
ON THE 
SAME 
OLD JOB? 


Are you ready for something far 


more challenging and rewarding? 


Then, shoot for the job you really 


want (spell it out) with a classified 
ad in The Advertising Market Place. 


Your cost is low—your chances 


amazingly good. For your Ad Age 


reaches almost 150,000 


advertising, selling and marketing 
executives in the United States and 
Canada—the top brass with the au- 
thority to say “You're Hired!” 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
and lower case 40 per line. Add two lines for box 
Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 
Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


My Name 
—— TTF 


| am enclosing $ 


RE 


200 E. 


Chicago, Illinois 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


Illinois St. 
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Ad Groups Question Ruling Stiffening 
Tax Exemption Ban on ‘Political’ Ads 


(Continued from Page 1) 

that it “in effect imposes the equi- 
valent of a tax penalty upon insti- 
tutional, educational and _ long- 
range selling advertising, which 
frequently—and quite properly 
is engaged in by many industries, 
one industry for example being 
the public utility industry 

“Furthermore, it is the opinion 
of our federation that disallow- 
ance as a tax deduction of the 
cost of any advertising is an im- 
proper imposition of a tax on the 
right of a business to promote its 
business interests generally and 


that the deductible cost of adver-| 


tising should not be limited to 
trade advertising as it is now un- 
der the proposed regulation. 

“We shall be glad to confer 


with you or anyone you may del-| 


egate concerning suggestions for 
the revision of and clarification 
of the proposed regulation.” 


s Internal Revenue’s answer 
was termed “an abrupt bureau- 
cratic kiss-off’ by Mr. Feemster, 
who was nettled because Com- 
missioner Harrington turned the 
letter over to a subordinate for 
reply. 


“I think it deserved direct con- | 


tion engaged in legislative activi- 
ties, including the AFA’s current | 
actions in combatting proposed | 
or enacted taxes on advertising 
by various cities. 

He said he felt that the public 
hearings were held “with the 
barest legal minimum of publici- 
ty about them” and that the In- | 
ternal Revenue Service had “a 
moral obligation” to reopen hear- 
ings so that advertising and other 
businesses could appear and ex- 
press their views. 


® The ANA contacted Internal 
Revenue more than six months 
ago, a spokesman said, and has 
since exchanged several letters 
with it on the proposed regula- 
tion. ANA said it felt that the 
purpose behind the changed lan- 
guage of the regulation was not 
very clear and inquired as to why 
the change was made 

“We are not yet quite clear 
what the purpose of this new reg- 
ulation is,” ANA Secretary Pete) 


Allport said. “We believe that 
the bureau is simply trying to 
clarify its former regulations 


without extending the scope of 
them.” 
ANPA told AA that it wrote to 


Proposed Revision of Revenue Code 
Section 1. 162-15 (C) 


Several fine turns of language are involved in the section of 
the Internal Revenue Code which is now up for revision. 
Here are (1) the original section and (2) the revision now 
being proposed by the Internal Revenue Service: 
1 


| what 


of legislation, 


propaganda ‘including 


ment made, either directly or 


Sums of money expended for lobbying purposes, the promotion or defeat 
the exploitation of propaganda, 
than trade advertising, and contributions for campaign expenses are not de- 
ductible from gross income in arriving at net income upon which the tax is 


computed 
ul 
Expenditures for lobbying pruposes, for the promotion or defeat of legis- 
lation, for political purposes, or for the development or exploitation of 


advertising other than 
any of the foregoing purposes, are not deductible from gross income. No pay- 
through any 
purpose of attempting to promote or defeat legislation shall be deductible 


including advertising other 


trade advertising) relating to 


organization, for the specific 


sideration,” he commented. Mr. 
Littleton’s reply reads, in part: 
“The Internal Revenue Serv- 
ice welcomes any written com- 
ments or suggestions regarding 
proposed regulations, and it also 
welcomes the widest possible par- 
ticipation by the public at sched- 
uled hearings on proposed regu- 
lations. The public hearing on 


Internal Revenue last September, 
pointing out the “broadness of 
language” in the new proposal. 
Several additional letters have! 
been exchanged, and “They have! 
told us the matter is under con-| 
sideration,” ANPA said. 

An official of the American 
Assn. of Advertising Agencies | 
said the Four A’s has been work- 


these proposed regulations was ing closely with the ANA on the | 
held Sept. 11, °56. However, in matter but has had no direct con- 
order to conserve the limited|tact with Internal Revenue and/| 


manpower that is at our disposal 
for work on regulations, it is nec- 
essary for us to discourage infor- 
mal conferences on proposed reg- 
ulations at other times. I am sure 
you will appreciate the necessity 
for such a policy. 


e “If there are any additional 
written comments you may wish 
to furnish us regarding these pro- 
posed regulations we would ap- 
preciate receiving them and will 
bring them to the attention of all 
offices concerned with the devel- 
opment and issuance of the final 


probably will not unless it is in 
a position to say anything which 
the ANA cannot. 


UTILITY SUES FOR 


‘TAX RECOVERY 


SHREVEPORT, LA., Jan. 30—South- 
western Gas & Electric Co. this 
week filed suit in U.S. tax court 
to recover more than $20,000 in 
taxes for advertising which the 
Internal Revenue Service refused 
to allow as a deduction 

The suit involves 86 ads run by 
the public utility company con-| 
cerning government encroachments | 


“cae *. however. that |** 2 threat to public welfare. Under 
I would suggest, however, tha the provisions of the Internal Rev- | 
such supplemental comments be 


forwarded to reach us at the ear- 
liest practicable date since every 
effort is being made to republish 
these regulations in the ‘Federal 
Register’ as a Treasury decision 
at an early date.” 

Mr. Feemster expressed par- 
ticular concern over the use of the 
word “propaganda” in the pro- 
posed regulation. 

“Who determines what is prop- 
aganda?” he asked. 


s He said he also was disturbed | with a co-sponsor. Co-sponsorship | timely, but that the bureau people 
over the last sentence in the pro- berths, with Johnson Motors, on/felt it was too late to consider|}SAG is opposed to such sales be- 
he two more Hope programs are stil] further proposals. | 


posed regulation, which 


| Johnson Buys All of ‘Hope’ 


| Waukegan, 


}go on fully 


enue Code now in effect, the ads 
were disallowed as a tax deduc-| 


| tion. = 


Thanks to Johnson Motors, | 
Ill., the “Bob Hope 
Show” that is set for Feb. 6 at 
8:30 p.m., EST, on NBC-TV will 
sponsored. Johnson, 
through J. Walter Thompson Co., 
bought the full hour show after the | 
network was unable to come up 


thought could hit at any associa-' available. 


lamb 


Taylor 


NEW OFFICERS—Elected to head the 


work, previously the Midwestern AAN (AA, Jan. 20), are Fran | 


Faber, Faber Advertising, Minn 


Warren & Litzenberger Advertising, Davenport, Ia., vp; Gladys 


Lamb, Kelly & Lamb Advertising 


and Jim Taylor, James C. Taylor Jr. Advertising, Ottumwa, Ia., 


secre 
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American Motors 
‘Lashes Big 3 Auto 
‘Makers in Ad Drive 


| Derrort, Jan. 29—The Big Thre. 
| U.S. auto makers were subjected t. 
a slashing attack this week in acd 
|placed by American Motors Cor; 
in some 1,900 newspapers acros 
the country. 

The ads, signaling the introduc- 
tion of the Rambler American. 
charged that AMC competitors 
have—by their design, selling and 
advertising—*‘clamped an iron 
mold of big car conformity on th: 
U.S. public.” 

George Romney, AMC president 
signed the ads, which asked: “D; 
you own your own car, or does you 
car own you?” 
| On conformity, Mr. Romne 
'said: “Every Rambler is a ringing 
| declaration of independence for th: 
|U.S. motorist.” 
| On economy, Mr. Romney said 


Faber 
Mutual Advertising Agency Net- 


Warren 


|*“A stark fact has become apparen: 
—the big, gasoline-hungry US. ca: 
are keeping millions of American 
broke.” 


eapolis, president; Ken Warren, 
Agency, Columbus, vp-treasurer, 


le On single-unit construction 
which all AMC cars have, Mr 


tary. 


Tax Men Miffed by 
Beefs on Proposed 
Ad Tax Restriction 


WASHINGTON, Jan. 31—Internal 
Revenue Service technicians who 
have been drafting new regulations 
to curb business expense deduc- 
tions profess to be bewildered by 
they regard as a johnny- 
come-lately controversy over re- 
strictions on advertising for lobby- 
ing or propaganda purposes. 

They claim the proposed regula- 
tion now being challenged by the 
Advertising Federation of America 
has been circulated for public com- 
ment since April, 1956, and that it 
is virtually the same as the regula- 
tions which have been in effect for 
more than 20 years 

Much of the argument centers on 
language which specifies that ex- 
penditures “for lobbying purposes, 
for the promotion or defeat of leg- 
islation, for political purposes, or 
for the development or exploitation 
of propaganda (including adver- 
tising other than trade advertis- 
ing)” are not deductible from gross 
income. 


® Critics say the term “propagan- 
da” is so loose that it could apply 
to many kinds of institutional ad- 
vertising only remotely related to 
political controversies, but tax peo- 


ple point out that existing regula- | 


tions, already tested in at least 


|three court cases, use virtually the 


same wording. 

An official of the Internal Rev- 
enue Service told ApVERTISING AGE 
the current revision of regulations 
has been under way since passage 
of new tax laws in 1954. For the 


|most part, he said, the regulations 


are merely being recodified, so that 


'they are consistent with the 1954 
| law. 


He indicated that the first hint 
of trouble with the advertising sec- 
tion did not arise until the Public 
Relations Society of America pro- 
tested last fall, nearly 18 months 
after the regulations were official- 
ly circulated for comment, and a 
year after a public hearing had 
been held. 


|@ “Despite the fact that hearings 


were completed,” he said, “our peo- 
ple agreed to let the Public Rela- 
tions Society of America come in 
and explain its position.” He indi- 
cated that others, including the 
Advertising Federation of America, 
might have had similar privileges 
if their request had been more | 


The “propaganda” advertising 


; Romney said: “The change is com- 
problem has become a thorn in the |ing put it will take several years 


tax collector’s side in recent years, |1¢ you buy a 1958 car today with 
particularly as organized industry | 9jq-type bolted body and frame 
groups embarked on institutional |¢he chances are that w 
campaigns touching on controver- jready to trade again i 
sial issues. 


hen you are 
n two, three 
lor four years, it will be obsolete.” 


Activities of the electric light and 
power companies prompted Sen. 
Estes Kefauver (D., Tenn.) to write 
the Internal Revenue Service last 
year demanding that costs of insti- 
|tutional ads by power companies 
be disallowed for tax purposes 
(AA, April 22, '57). 


On the 1958 models of competi- 
tors, he said: They “continue this 
iron mold ‘big ca: concept.’ As a4 
result, their biggest cars are not 
as big as their biggest cars used 
to be, but without comparable in- 
crease in ease of entry, passenger 
|convenience and roominess.” 


Within the past two weeks, at 
least two bills have been introduced @ Ridiculing his competitors, Mr. 
in Congress specifically knocking | Romney said the American public 
out “propaganda” ads of utilities|has been told that to keep in step 
for tax and rate-making purposes. | with the times demands: 

In support of one such bill, Rep. 
Lester R. Johnson (D., Wis.) com- 
mented early this month, “Stock- 
holders who own utilities have a| 


“A car longer, lower and wider 
“Heavier in weight 
“Greater in gas-hungry horse- 


right to advertise as they wish.| powers 

However, the cost of such adver- “Mere ornate and extreme in 
tising is properly assessed to the) styling” 

stockholder, and should not be | 

shoved improperly on the rate-| Concluding his message, M1: 
payers.” (‘In Washington,” Jan.| Romney said: 

26.) = “If your choice is a car that 


crowds your garage, overlaps the 
Newer Movies on TV | parking meters, and gulps gas like 
ja B-29—o.k. 


May Mean Disaster, “But if you do not want an over- 


| §rown Car, or one that throws you 
Theater Owners Told budget out of kilter, or makes you 
|groan when making time payments 

HOLLYwoop, Jan. 30—-The sale of |—you don’t need to buy it. Try a 
recently made theater films to tel- | Rambler instead. 
|evision can mean financial disaster| “Why not enjoy owning you! 
|to theaters, according to Sindlinger|car . . . instead of having it own 
& Co. you?” 

The prediction, disclosed today, Geyer Advertising is the AMC 
was made secretly on Jan. 16 to! agency. 2,100-line ads were used in 
theater operators and heads of Hol-| 140 papers in the top-population 
lywood craft guilds. markets, with smaller-space unit 

The Sindlinger report showed for papers in other markets. = 
jthat since September pre-1948 
movies on tv have commanded one- 
fourth of the viewing time nation- 
ally. This viewing amounted to four 
times as many hours as the public 
spends seeing movies in theaters. 

The report indicated the result 
of this was a drop of 7,000,000 in 
theater attendance in the last three | 
months of 1957, compared to the 
same period in 1956. This repre- 
sented a loss of some $50,000,000 in 
theater grosses. 


s Theater owners and guild repre- 
sentatives agreed generally that re- 
lease of post-1948 movies to tv! 
could only aggravate losses at the} 
box office. However, a spokesman | 
said big pictures are doing more | KEN BOUCHER, consultant and former 
business than ever. Buck Harris, | ad manager of Hawaiian Pineapple 
public relations director of the|Co., has been appointed West Coast 
Screen Actors Guild, says it’s only vp of the Assn. of National Adver- 


the mediocre pictures that are suf-| ,; ; 
‘ ; tisers—the first ANA staff repre- 
fering. At the same time, he said sentative outside New York. His 


cause selling of films to tv hurts|"@@dquarters will be at 1048 Mar- 
theaters. + cussen Dr., Menlo Park, Cal. 
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Advertis 
‘Family Circle’ and 
‘Everywoman’s’ 
Discuss Merger 


(Continued from Page 1) 


his distributors, which said, in 
part, that the merger, if accom- 
plished, “will make the merged 
magayine the dominant consumer 
magazine in the = supermarket 
field.’ (Woman’s Day bases its 


rates on 3,000,000 circulation.) 

“The combined circulations,” 
continued Mr. Scarborough, “would 
enable the magazine to compete 
successfully with the largest mass 
circulation periodicals.” 

Meanwhile, Family Circle also 
announced plans for adding 300,- 
000 to its present 4,000,000 guar- 
antee by next June by means of 
new distribution through inde- 
pendent supermarkets and chains 
in 12 western states (see story on 
Page 36). 

The Family Circle-Everywom- 
an’s deal involves joining a maga- 
zine with a guarantee of 4,000,000 
with one guaranteeing 1,900,000. 
Current rate cards show Circle ask- 
ing $12,960 for b&w pages and Ev- 
erywoman’s $6,310. In 1955, Circle 
racked up $12,106,701 in advertis- 
ing revenues, while Everywom- 
an’s, third in the field, was taking 
in $3,020,960. Both magazines lost 
ground in 1956 and 1957, with Cir- 
cle’s revenues $10,683,188 in 1956 
and $9,030,483 last year and Ev- 
erywoman’s’ totals dipping from | 
$2,894,613 in °56 to $2,138,124 in ’57. 


8 Everywoman’s has had a turbu- 
lent history. During the five years 
of its co-existence with McCall 
Corp.’s Better Living (which Mc- 
Call suspended in March, 1956), 
the two magazines raided each 
other’s chains, sniped at each oth- 
er’s claims and fought savagely for 
competitive advantage. 

In 1952, Harley V. McNamara, 
president of National Tea Co., Chi- 
cago, one of the owner chains of 
Everywoman’s, said candidly that 
the magazine was created to give 
the chains a competitive device 
comparable to Circle and Woman's 
Day. And he added that the gro- 
cery-distributed field would have 
been better off with three than 
with four magazines. When Better 
Living ceased publication, Every- 
woman’s said it was going to add 
the chains formerly in Living’s 
fold, 

Family Circle has distribution 
now in all 48 states and Canada via 
such chains as Safeway, Kroger, 
Grand Union, Jewel, Bohack, Red 
Owl and First National. Circle dis- 
tributes currently in about 7,000 
supermarket outlets, while Every- 
woman's goes through about 5,500. 
Among Everywoman’s 125 chains 
are Colonial, Food Fair and Lo- 
blaw’s Ltd. 


® Everywoman’s Magazine was 
launched in January, 1951, by Ev- 
erywoman’s Inc., whose directors 
include Joseph Seitz, president of 
Colonial Stores Inc., Atlanta; Ar- 
thur Rosenberg, vp of Food Fair, 
Philadelphia; Mr. McNamara, of 
National Tea, and Raymond Fisher, 
of Cuneo Press. # 


Brown & Butcher 
Will Be Babbitt 
Ad Department 


(Continued from Page 1) 
from Babbitt, where he was direc- 
tor of research, and has joined the 
Post Cereals division of General 
Foods in Battle Creek, Mich., as 
market research manager, Mike 
Cerra, his former assistant, has as- 
sumed Mr. Little’s duties in mar- 
keting research. 


® Mr. Trieb’s resignation was vol- 
untary and was made “on his own 
decision,” Mr. Sugden said. For- 
merly vp and director of merchan- 


93 
Last Minute News Flashes Mueller Macaroni 
Gumbinner Gets Whitehall’s Neet from EWRR 


| 
New York, Jan. 31 —Neet depilatory and an unnamed new product | Drops C&H: May 
now in development have been assigned to Lawrence C. Gumbinner 4 
Advertising by the Whitehall Laboratories division of American Home N M Cli 


Products Corp. Erwin Wasey, Ruthrauff & Ryan is the former agency 
New York, Jan. 30—C. F. Muel- 


for Neet. 

Russeks Appoints Charles Charny & Co. 
ler Co., which spends about $500,- 
000 advertising its macaroni, spa- 


New York, Jan. 31—Russeks Fifth Avenue, specialty shop, has ap- 
pointed Charles J. Charney & Co. to direct its newspaper and magazine , : 

advertising. The agency will maintair a staff of three or four at Rus- Shetti and noodles, will withdraw 
its account from Calkins & Holden 


seks, supplementing the store’s advertising staff of eight, including the 
advertising manager. Russeks is one of the few New York stores to 


jretain an agency. 


La Fond Agency Absorbs Picard-Marvin 


| 


dising at Lennen & Newell, Mr. | 


Trieb assumed his Babbitt job last 
Aug. 1, when he succeeded John 
E. Phillips. Mr. Phillips held the 
title only a matter of weeks before 
he left to join J. M. Mathes Inc. as 
account executive on Economics 
Laboratory. Mr. Trieb has not an- 
nounced his plans. 

Other recent personnel changes 
include the shifting by Brown & 
Butcher of J. Lawrence Barnard to 
work on the Babbitt account. He 
was formerly account executive on 
Vel Beauty Bar at Colgate-Palm- 
olive. 

Robert E. Tyriver has been ap- 
pointed Babbitt’s manager of 
chain store sales. Formerly west- 
ern regional manager of Chese- 
brough-Pond’s Inc., he has worked 
with other soap and toiletry com- 
panies as well; for 20 years he was 
eastern regional manager in the 
toilet articles department of Col- 
gate-Palmolive. = 


Supreme Court Says 
Standard’s Pricing 
Is ‘Competitive’ 

WASHINGTON, Jan. 28—One of the 
longest price discrimination contro- 
versies in the history of the Federal 
Trade Commission may have 
reached the end of the trail today 
as the Supreme Court for the sec- 
ond time threw out a commission 
order holding that Standard Oil of 
Indiana discriminated against in- 
dependent filling stations in Detroit 
by giving more advantageous pric- 
es to tank car purchasers. 

For 17 years the commission has 
tried to prove that Standard’s pric- 
ing system gave the big buyers an 
unfair and illegal advantage. But 
the Supreme Court ruled yesterday 
that the company demonstrated 
that the price was given in order 
to meet competition. 


e An earlier FTC order against 
Standard’s pricing system was 
knocked out by the court because 
the commission failed to rule on the 
“meet competition” defense. The 
case returned to the court as a 
result of a new order in which FTC 
specifically claimed there was no 
clear proof Standard was meeting 
competition instead of systemati- 
cally giving better prices to big 
buyers. = 


New York, Jan. 31—Picard-Marvin Inc., a 34-year-old agency, has 
been absorbed into Richard La Fond Advertising, effective Feb. 1. 


Rep. Blatnik Sets Probe of Tranquilizer Ads 


WASHINGTON, Jan. 31—Rep. John Blatnik (D., Minn.) announced to- 
day his committee on government operations will hold hearings Feb. 
13-15 on advertising for tranquilizers. He said many so-called tranquil- 
izers are no more than old-fashioned bromides. : 


Smith Named Anheuser-Busch Ad, S. P. Head 


St. Louis, Jan. 31—Walter T. Smith Jr., former vp in charge of pur- 
chasing at Anheuser-Busch Inc., has been named vp of advertising, 
merchandising and sales promotion. He will report to William Bien, vp- 
marketing. Mr. Smith is the first man to hold the job, which was cre- 
ated a year ago. 


O’Donnell Is Market Specialist at Yale & Towne 


NEw York, Jan. 31—Robert M. O’Donnell, formerly an account su- 
pervisor at Ruthrauff & Ryan and then a vp of Erwin, Wasey & Co., 


has been named to the newly created position of market specialist at | 


Yale & Towne Mfg. Co. He will assist in developing sales planning and 
general marketing of the company’s products abroad. Mr. O’Donnell 
was slated to be the account supervisor on KLM Royal Dutch Airlines 
(the account that didn’t reach EWRR) and also worked on Yale & 


the merger with R&R. 


Grey Handles Push for Pabst; Other Late News 


e Grey Advertising Agency, which handles the Hoffman Beverages | 
to| ble Life Assurance account. Equit- 


portion of the Pabst Brewing Co. account, will test a “new idea” 


\*“We have 
|we'll 


on April 1. 


The betting was that Mueller 
will wind up with Reach, McClin- 
ton & Co., whose president H. L. 
(Hay) McClinton resigned last 
March as head of Calkins & Holden. 
But Mr. McClinton told AA that 
no assurance that 
get the business; my atti- 
tude is one of hope; I guess I'd bet 
on myself but I haven’t been able 
to talk to the Mueller people be- 
cause they are in Florida.” 

Calkins got the account in No- 
vember, 1956, from Scheideler & 
Beck, which went out of business 
shortly before. 

A few weeks later, Calkins & 
Holden added Eugene Hulshizer, 
vp and secretary of Scheideler & 
Beck, to its account staff. Mr. Hul- 
shizer had been on Mueller when 
it was with Duane Jones Co. and 
also when it moved to Scheideler, 
Beck & Werner, the agency whose 


|formation grew out of a split with 


Duane Jones—a split that resulted 


jin the famous “account piracy” 
| lawsuit. 

Towne while at Erwin, Wasey. He left the agency immediately after | 
|= Meanwhile, Paul Smith, presi- 


dent of Calkins & Holden, con- 
firmed reports that his agency had 
unsuccessfully pitched the Equita- 


sell Pabst Blue Ribbon beer with a radio campaign in New York and |able decided to remain with its pre- 
other selected markets. Pabst said the move has been approved by |S€nt agency, Kenyon & Eckhardt. 


Norman, Craig & Kummel, agency for Blue Ribbon, Old Tankard ale 
and Andeker beer. 


Mr. Smith denied reports that 
the agency was cutting 20 people 
from its New York staff because 


e Ruth Daly has resigned as fashion director of Einiger Mills, New| of the failure to get the Equitable 


York, producer of cashmere and other fabrics, to join Seklemian & | 
North, New York agency, which was appointed this week to handle|in Chicago, 
Miss Daly will head a newly created fashion | 


the Einiger account 
department and will also serve as Einiger account executive. She 
will be succeeded at Einiger by Anne Sayles, who has been her as- 
sistant for the past three years. 


e The Assn. of National Advertisers’ Frey report on agency compen- 
sation has been completed and is expected off the presses Feb. 15. 
Copies will cost $50. ANA intends to hold a series of workshops on 
the report in March, one each in Chicago, Detroit, New York and 
Pebble Beach, Cal. 


client 


lare retiring. 
nor fire fast,” said Mr. Smith. 


account (four people were let go 
AA learned). “We 
didn’t cut anybody last year when 
we lost Prudential,” a $5,000,000 
to Reach, McClinton, said 
Mr. Smith. “We told our Prudential 
people we'd protect them for a 
year, and we have done it.” He said 
fewer than ten people were leaving 
the agency, including several who 
“We don't hire fast 


e Negotiations for the merger of two major newspaper representatives, | According to Mr. Smith, there 
Katz Agency and Reynolds-Fitzgerald, New York, are expected to be| has been “a shortening of budgets 
concluded within another week, “but there are still a lot of details to|by advertisers, both with Calkins 


be settled,”” ADVERTISING AGE was told. 


e No trace has been reported during the past week of the yacht Revo- 
noc, missing since Jan. 1 off the Florida coast, with Harvey Conover, 
president of Conover-Mast Publications, New York, and a party of 
four (AA, Jan. 13, 20, 27). Salvage experts have been unable to find a 
submerged object off Marathon, Fla., which Coast Guard officers a 
week ago believed might have been a sunken yacht. The object is be- 
lieved to have been shifted by the tides. Search for the missing Revo- 
noc is being continued 


e Albert E. Ritchie, formerly vp for sales, has been appointed to the 
new position of vp in charge of marketing of Wildrroot Co., Buffalo. 
Mr. Ritchie will 
market research. 


e Oshkosh Trunks & Luggage Co., Oshkosh, Wis., which previously 
placed its advertising direct, has appointed Gourfain-Loeff, Chicago, 
as its agency. The company’s advertising expenditure last year was 
reported to be about $100,000 


j}and 


coordinate the functions of sales, advertising = Sie PE 
| 


Ten Leading N in Advertising Linage in 1957 
Source: Media Records 
Total Total 

Advertising Retail General Automotiv: Financiol Display Classified legol 
, 976,867 2,445,344 1,899,761 46,205 868 20,823,586 12 639 

los Angeles T ( 67,042,093 34,883,896 6 
M iy a — 55,462,730 28,626,354 5,838,179 2 861,91¢ 1,474,047 38,800,496 16 547.814 114,420 
Mi'wavkee Journal (E85) 55,415,155 30,780,816 5 369,121 2,748,002 757,320 39,665 259 15,753,281 6615 
New York Times (M&S 52,334,513 22,252,646 12 878,192 1,550.86: 1,886,076 38,567,777 13,714,210 52,526 
Chicago Tribune wren 51,989,763 27,571,553 8,385,552 1,719,965 1,199,231 38 876,30) 13,094,782 18,680 
Cleveland Plain Bester (M&S) 47,457,623 23,041,544 5,560,228 2,177,716 871,581 31,651,069 15,732,667 73,887 
Baltimore Sun (E&S) 43,358,531 24,284,492 5,543,757 2,789,28. 521,990 33,139,523 10,166,111 52,897 
Washington Star (E&S) 43,146,467 26,304,686 4,227,465 2,096,355 698,384 33,326,890 9 346 469 473.108 
Houston Chronicle eas) 42,710,266 24,544,122 4,625,888 1,951,742 364,107 31,485 859 11,097,382 127,025 
New Orleans Times-Picayune and States (M&S) 41,940,000 25,893,840 4,248,400 1,783,675 549,440 32,475,355 9,262 303 202,342 

ee — 
TRS: 3% oy iz « < 


a number of other agencies. 
One of the C&H clients which has 
cut back its budget is Gulf Oil. 
Calkins & Holden handles Gulf’s 
outdoor advertising, a medium 
which got $1,878,000 in Gulf money 


lin 1955 and $1,779,000 in 1956. + 


“I quit feeling like 
a serial number with a broken leg” 


oo a ee OE 
SPONSOR'S NAME 


CASE HISTORY APPROACH—'‘On the 
jiob—for you” is the slogan for the 


1958 Red Cross campaign which 
runs during March. J. Walter 
Thompson Co. ts the volunteer 


agency 
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... it also means 
typographic 
excellence for 
ads requiring 
special attention 
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This Week in Washington... 


‘Summerfield’s lst Class Rate Plan 
May Be Headache for Census Bureau — 


By Stanley E. Cohen Jan interesting rcorientation. In 

Washington Editor good commercia!] «reas like Paris 
| WasHINGTon, Jan. 30—Do you | and Stockholm, space in the U. S. 
‘live within the boundaries of an/ pavilion is to be rented to private 
official “urbanized” area? It hasn't industry. Meanwhile the proceeds | 
been very important until now. But|and the government's own rather 


ploitation of a new “invention.” 
Meanwhile a display of anti-pay 


'tv sentiment broke out in the Sen-|y, 
ate under the generalship of Sen.| Mrs. Frances Shattuck editor | 
Strom Thurmond (D., S.C.). A res- promotion director. Mr. 
olution banning pay tv, sponsored formerly was 


by Sen. Thurmond and five col- 
leagues from the Senate committee 


Frank Lausche (D., O.); Charles 
Potter (R., Mich.) ; George Smath- 
ers (D., Fla.), and F. G. Payne 
(R., Me.)—was introduced Tues- 


Vy. 
But pay tv forces professed to! 


Advertising Age, February 3, 1 8 


‘Charm’ Appoints Two 
Charm, New York, has appoint: j 
arry Wyman to its sales staff a; 4 


Wyms. 
with Living 
Young Homemakers. Mrs. Shattv. > 
previously was retail promoti 


jon interstate and foreign commerce and merchandising director 
_—John Marshall Butler (R., Md.); Good Housekeeping. 


When business threatens 


if Postmaster General Arthur Sum- 
merfield gets his 5¢ rate for out of 
town letters, your status as the 
|resident of an urbanized area will 
ltake on meaning, for you will be 
jable to write to anyone else in the 
same “area” at the 4¢ local rate. 


|'meager funds for exhibits will be 
conserved to set up publicly-spon- 
sored displays in “doubtful” areas 
like Yugoslavia, Singapore and In-| 
dia. 

| The former J. Walter Thompson 
|vp is confident the plan to release 


to interfere with your 
regard it as a sign of weakness.) . 
They pointed out the sponsors rep- snes to vacation at 
resent less than a majority of the | ‘ 
committee and fail to include sen- 


ior members from either party. +) 


This happens because Mr. Sum- | Space at Paris and Stockholm will 
merfield has been looking for a/set enthusiastic support from pri- 
‘shortcut out of a trap. From experi-| vate industry. “They can do all| 
ence he knows Congress will frown |that needs to be done there,” he 
‘on lower “local” rates than “out of | Says. “Sometimes I think our gov- 
ltown” rates, because there is al-|ernment talks too much to our 
|ways a problem in determining friends and not enough to those 


$404,987 Is PR Cost of 
Truckers in Railroad Suit 

David B. Charnay, president of 
Allied Public Relations Associates, 
representing the truckers in their 
pr battle with railroads, has billed 
the Pennsylvania Motor Truck) 


~ 
hs 


| what is “local.” 

| Once the answer was simple: 
Anything served from the central 
|post office. But in these days of 
}/suburban living, who knows where 
\“local” stops and “out of town” be- 
gins? 

As a simple remedy, the Post- 
|master General plans to use the 
|urbanized area concept worked out 
|by the Census Bureau in 1950. 
These urbanized areas differ from 


metropolitan areas by omitting | 


isparsely settled fringe neighbor- 


| hoods. On the other hand, by treat- | 
cities and their) 


ing the central 
|heavily populated industrial and 
residential suburbs as a unit, they 
make it possible for the Post Office 
lto allow the same “local” rate 
| where the people actually live, un- 
hampered by outmoded state, coun- 
\ty, township or other civil boun- 
daries. 

Needless to say, Mr. Summer- 
|field’s plan is sure to generate un- 
|solicited trouble for the Census Bu- 
lreau. It will be flooded with re- 
|quests for information about the 
157 urbanized areas which already 
have been defined. And presum- 
ably it will be besieged by delega- 
tions from communities which 
wanted to be “urbanized” or feel 
jthey were “robbed” when their 
boundaries were fixed in 1950. 


Commerce De- 
Retailers Hike partment reports 


Business Count the business pop-| 


ulation increased 
| by 30,000 in the 12 months ending 
|June 30, 1957. That’s only half the 
increase that has been registered 
in most recent years, and it would 
have been even worse if it were 
not for the strong showing made by 
retail groups. The number of man- 
ufacturing companies, which has 
been declining since 1952, showed 
another slight drop, and the num- 
|ber of contract construction com- 
panies turned downward for the 
first time since World War II. 
| Meanwhile, Postmaster General 
delivery service to 86,000 additional 
businesses in that same 12-month 
period. There’s no conflict in these 
statistics. In addition to new com- 
panies, Mr. Summerfield’s clients 
included thousands of businesses 
and more than 1,270,000 families 
which got delivery service for the 
first time in fiscal year 1957 be- 
jcause the Post Office Department 
set up 1,626 new carrier routes and 
brought service to 149 communities 
which previously had no delivery. 


Ex-adman Harri- 
Hit ‘Doubtfuls,’ son T. McClung 
Says McClung has rounded outa 
tour of duty as 
director of the Commerce Depart- 
ment’s office of international trade 
fairs and is currently resting up, 
preparatory to a return to private 
business. 
Under his direction the govern- 
ment’s trade fair program began 


Summerfield reports he provided | 


j whe haven’t made up their minds.” | 
| 
The Robinson-| 


Congress Tries Pat man anti- 


to Offset Court Price discrimina- 
tion law has tak- 


en a fearful beating in the Supreme | 
Court in recent weeks, so its sup-| 
porters in Congress are on hand 
every Tuesday with amendments 
patching up the holes blasted out 
by the court on Decision Monday. 
| Among nearly half a dozen con- 
|gressmen with bills repealing two 
recent decisions limiting the right 
to sue for triple damages was Sen. 
William Langer (R., N. D.). “Asa 
result of these decisions,” he says, | 
“private plaintiffs are powerless to 
|enforce the provision which forbids 
|companies to sell below cost to in- 
|jure their competitors.” As it 
stands, he complains, this section 
is likely to go entirely unenforced 
“because the Department of Justice 
|has abdicated its responsibilities 
|and is reluctant to enforce it.” 

Also on hand Tuesday were two | 
House members with Robinson-| 
Patman amendments requiring 
|}manufacturers to grant geen 

| 
| 
] 


discounts to wholesalers. They are 
concerned because large outlets, 
particularly chains, often deal di- 
lrectly with manufacturers on the 
same terms available to wholesal- | 
ers. “The result,” they contend, “ts | 
that small retailers, who depend on 
wholesalers for their supplies, are 
placed at a serious competitive dis- 
| advantage.” 


Federal Commu-}| 
| Doerfer Can nications Com- 
‘Only Persuade’™ission Chair- 
man John Doer- 
fer was trying to assure the House 
| committee on legislative oversight 
| that chairmanship of the FCC is no 
“Open sesame” so far as influenc- | 
ing the commission’s decisions is 
|concerned. “I’m just one commis-| 
sioner,” he said. “The only influ- 
|ence I have is my own persuasive- | 
ness.” 

Rep. Oren Harris (D., Ark.), 
chairman of the interstate and for- 
eign commerce committee, who has 
been sitting in on the hearings of 
the committee on legislative over- 
sight, nodded responsively, mind- 
ful of last week’s four and a half 
hour closed-door debate over the | 
\“leak” of a staff report on FCC.| 
|Rep. Harris commented dryly: “I 
|know just what you mean.” 


Incidentally, Rep.| 
Senators Join Harris’ commit- 
‘Pay TV Fight tee on interstate 

and foreign com-| 
merce will let the pay tv issue rest 
,at least another week before facing 
up to the issue: To test or not to 
| teat. Mr. Harris reportedly wants 
the committee to ask FCC to sus- 
pend the proposed pay tv test, but 
several committee members have 
|indicated reluctance to put them- 
selves in a position where they can| 
|be accused of preventing the ex-| 


| 
Assn. and member truckers for a) 


total of $404,987, it was disclosed | 
in federal court, Philadelphia, dur- | 
ing hearings held to establish the 
treble fines the railroads and Carl 
Byoir & Associates will have to 
pay (AA, Oct. 14, Dec. 23, 57). 
Mr. Charnay’s testimony, taken | 
by deposition, was introduced to 
the court in an effort by the 24 
eastern railroads to reduce the 
amount of damages they and By- 
oir must pay. The railroads and 
Byoir were instructed to reim- l 
burse the truckers for expenses in- | 
curred in the battle in which the 
truckers had charged the railroads | 
with violations of the anti-trust | 
law. Byoir will pay 20% of the | 
| 
| 


HOTEL AND CLUB 


... give up business! 


Boca Raton, Florida 


costs. The hearings have been sus- Robert 6. Leggett, Meneger 


pended for several weeks to per- 
mit introduction of additional fig- 
ures. 


| 
| 
| 
| 
Stuart L. Moore, President | 
Brochure on request 


ADVERTISEMENT 


Glenda the beautiful secretary 


“He makes all the big decisions —like who’s going to win 
the World Series. I make the little decisions —like what | 
equipment we'll need for the office.” 


Office equipment salesmen know it. They sell the secretary | 
as well as the boss. If you’re advertising office supplies or | 
equipment, don’t forget to tell your story in the secretary’s own 
magazine. Sell 145,000 influential career women through . . . 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36 * LO 4-3000 
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The ideal climate for successful advertising in 
Advertising Requirements is supplied by the 
unique and winning combination of editorial and 
circulation coverage of its market. 


Only in AR does the reader get specialized, 
authoritative information on the use of equipment, 
materials, supplies and services needed to produce 
the $3 billion of production, promotion and mer- 
chandising tools required by the burgeoning 
advertising market. 


Only in AR does the advertiser get an audience 


MUNG 
ombination. 


which includes most of the important professional 
buyers throughout the country, in all lines, among 
both advertisers and agencies. 


Here is the winning combination of editorial and 
circulation coverage which has made Advertising 
Requirements the big producer for advertisers of 
paper, printing, typography, plates, signs and dis- 
plays, specialties and premiums, direct advertis- 
ing, audio and visual aids, labels and packaging, 
broadcast advertising materials and all of the 
other products and services needed to support the 
advertising activities of the nation. 


When you use this unique combination, you unlock 
the door to the greatest volume of buying power in these fields! 


Workbook of Adueitising & Sales Phowstion 


Published By The Publishers of ADVERTISING AGE 
ond INDUSTRIAL MARKETING 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS @ 480 LEXINGTON AVENUE 


try 
it 
now! 


Advertising 


NEW YORK 17, NEW YORK 
1 Yeor (12 issues) $3 
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AGE 


25 is the average age of the male pLAyBoy reader — seven years 


younger than the reader of any men’s magazine reported by sTARCH. 


75.5% of pLaysoy’s male readership is concentrated in the im- 
portant 18-34 age group. 


INCOME 


$7,234 is the median income for the pLAyBoy household. PLAYBOY 
ranks second only to the New Yorker in median household income 
of all magazines studied by sTarcu. 


MARITAL STATUS 


36.6% of the heads of pLaysoy households have been married 
within the past five years, by far the highest percentage of newly- 
weds reported by stTarcu for any magazine. 


EDUCATION 


22.7%, of the male readers of pLAYBoy are students over 18 years 
of age (college students), over four times the percentage for the 
next ranking men’s magazine reported by strarcu. 54.6%, of 
PLAYBOY's readers are college educated —the top figure sTARCH 


reports for any men’s magazine. 


APPAREL 


41.7% of the households where pLaysoy is read spent $500 or more 


for wearing apparel during the past twelve months. No magazine 


studied by srarcu can claim as high a percentage. 


TRAVEL 


44.8% of pLayBoy households spent $200 or more during the past 
cwalve 1 months on vacation travel. 26% spent $200 or more on busi- 
ness travel. Among those magazines included in the sTaRcH CON- 
SUMER MAGAZINE REPORT, PLAYBOY ranks second only to the New 
Yorker on vacation travel; third to the New Yorker and U.S. News 


& World Report on business travel. 


SOURCE: Starch 52nd Consumer Magazine Report, June 1957 


PLAYBOY ADVERTISING DEPT. 
232 East Ohio Street, Chicago 11, Illinois 


Please send me the Supplement to the 52nd Consumer Magazine Report 
by Daniel Starch & Staff, which contains the full facts on pLaysoy. We 
are interested in PLAYBOY as a possible advertising medium for 


name of product 
name position 
company address 


city 


STARCH FACTS CONFIRM PLAYBOY’S CLAIM TO THE YOUNG QUALITY MALE MARKET 


7 
4 


AUTOMOBILES 
58.1%, of pLayBoy households purchased an automobile during 
the past year. And 6.3% of PLAYBoy’s readers are able to ride high, 
wide and handsome in °3 or more family-owned cars. Both figures 


are unmatched by any other magazine reported by STARCH. 


TOBACCO 


79.8% of pLayBoy's male readers smoke cigarettes. PLAYBOY ranks 
first of all starcn reported magazines. 24.5% of PLayBoy's male 
readers smoke cigars — highest figure reported by starcu for any 


men’s magazine, 


LIQUOR 


80.5% of ptayvBoy families drink or serve some alcoholic beverages. 
Another top figure for PLAYBOY in the STARCH REPORT. PLAYBOY 
also ranks first for both beer and whiskey, second for wine. 


INSURANCE 

26%, of pLaysBoy households purchased life insurance during the 
past 12 months. In this characteristic of responsible stability 
PLAYBOY is second only to Parents among all magazines reported 
by STARCH. 


HOUSEWARES 


A larger percentage of PLayBoy families bought new electric cof- 


fee makers, food mixers, fans, irons and toasters during the past 
12 months than those receiving any other r magazine reported on 


by STARCH. These facts confirm the picture of the PLAYBOY reader 
as being in his peak period of purchasing. 


DUPLICATION 


93% of pLayBoy readers do not read Life. 92% do not read The 


Saturday E cvening Post, and 91% do not read Look. StaRcH figures 


prove that you do not reach pLayBoy’s readers with advertising in 
the leading mass magazines. 


and Starch Supplement on pLayBoy, January 1958. 


PLAYBOY & 


232 East Ohio Street Chicago + Mi 2-1000 
598 Madison Avenue New York + PL 9-7470 
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